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Start a stock of Dixon Dependable 
Shoes working for you right now. When 
Thanksgiving rolls around again your 
business will have reason to celebrate a 
double Thanksgiving. 

Dixons are the new quality-surprise 
shoes in the moderate-price bracket. 
Made in a completely re-equipped factory, 
under Freeman design-inspiration and 


OED EN DABLE 
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Get set for a 


“PpDouble “Chanksgiving 
in 1940, too! 


SPONSORED BY FREEMAN 


craftsmanlike supervision, Dixon Depend- 
able Shoes offer alert dealers everywhere 
the chance they have been looking for. 

Step ahead with Dixon! Don’t delay. 
Write now for a call at the earliest pos- 
sible date—and get your name on the 
mailing list for news that will break 
with a bang ... Address Freeman Shoe 


Corporation, Beloit, Wisconsin. 


DIVISION OF FREEMAN SHOE CORPORATION @ BELOIT, WISCONS!N 
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Hi. GORDON SELFRIDGE, the 
American-born founder of  Self- 
ridge’s in London, said on his ar- 
rival recently, on the United States 
liner Washington, that although a 
born optimist who could never feel 
depressed about anything, he be- 
lieved civilization had been perma- 
nently affected by the present war 
and the years that preceded it. 





“The opportunity to achieve and 
to show results has been eliminated 
all over the world,” he said. “The 
world in the future will perhaps be 
better for the under dog, but for the 
man who takes risks and engages in 
enterprise there will be little incen- 
tive. 

“We are getting to the position 
where everyone will be on salary 
and enterprise will be abandoned. 
Those people who would fight for 
what they can get will not try, be- 
cause it will not avail them any- 
thing. My own generation finds it 
particularly hard to accept the pres- 
ent order of things, the war economy 


and the trouble, because it has had 
more or less straight sailing all the 
way through.” 


G. D. BABCOCK, manager of sales 
of Mishawaka Rubber & Woolen 
Mfg. Co., Mishawaka, Ind., says: 

“It pays the merchant to be ready 
for the rubber footwear demand 
when it comes, and in many in- 
stances he finds it profitable to fol- 
low the practice of suggestive pro- 
motion of rubber footwear when 
selling a pair of leather shoes to 
one of his customers during the 
late Summer and early Fall months. 

“You are familiar with the old 
saying that the time to sell a man 
o life preserver is before he needs 





it. Likewise, the best time to sell a 
man or woman a pair of galoshes 
or other rubber footwear is before 
the need for that footwear arises. 
Too many times the storm breaks 
when the person is a long way from 
the store and too many times par- 
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ents find on arising that not only 
do they need rubber footwear for 
themselves that morning but that 
their children also need it in order 
to get to school with dry feet, 
although the store will not be open 
until later in the morning. 

“It is obvious, therefore, that a 
dealer is performing a genuine ser- 
vice to his customers, as well as 
making a profit for himself, when 
he does ‘promote galoshes without a 


799 


rainstorm. 





A. E. OLDAKER of Hempstead, 
N. Y., tells this one: 

" Father is very busy, 
working out one of his many prob- 
lems, when Son comes into the room 
and starts asking questions. (Now 
Father had several important prob- 
lems on ‘WORLD ECONOMICS,’ 
‘INCOME—BUDGET—OUTGO— 
TAXES—ET AL.’ to think over— 
and for the time being didn’t wish 
to be disturbed. ...) His attention 
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rested on a paper and noting the 
picture of an atlas showing the 
various countries of the world, he 
gets an idea; taking a pair scissors 
he proceeds to cut the atlas from the 
paper; then he cuts the ‘atlas’ up in 
the fashion of a jigsaw puzzle. 

“After collecting the pieces, he 
calls to the boy: ‘Son, here is a puz- 
zle; it’s a picture of the world and 
it is all mixed up. See if you can 
put it together.’ Feeling it would 
take considerable time for the boy 
to accomplish the result, he pro- 
ceeded again on his own problem. 
In a very short time, and much to 
the amazement of the Father, Son 
is back and shows Dad he has com- 
pleted his task. Knowing that the 
boy had not advanced in geography, 
he asked Son how he had accom- 
plished the result of putting the 
world together so quickly. Son re- 
plies: ‘Dad, there was a picture of 
a man on the other side and I knew 
if I got the man right, the world 
would be right.” 


7 7 7 
ALICE MAXWELL APPO, fash- 
ion editor of Boot anp SHOE 
RECORDER, resident in Paris these 
many years, is carrying on a noble 
tradition of service that has en- 


def 


deared her to business men in Paris 
and has made her one of the great 
commentators of the fashion world. 
She is doing reporting as usual, 
covering the fashion field, the open- 
ings and the stores of Paris. Most 
shoe men who go to Paris find it 
pleasant to meet her, as she covers 
the fashion front. 

We're very proud of the part 
that the Recorper, and our other 
papers, have played in Paris in 
both war and peace. Miss Emma 
Mullen of our Paris staff lost her 
life in the shelling of Notre Dame 
Cathedral on Good Friday in 1918, 
during the World War—a good 
soldier of fashion, posthumously 
decorated by the French gover- 
ment. 
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—What is — or are — Public Rela- 
tions? =. 

—A simple definition might be “the 
effort of a concern or industry to 


create will and mutual un- 
pte ot ong with its customers 
and the public." 

—Public Relations is really as old as 
history itself, but modern tech- 
nique has created for it a new 
place in the social scheme of 
things. 

—The Retail Merchant's main objec- 
tive is, of course, the Consumer; 
and Mr. and Mrs. John Q. Public 
and the little Publics are the re- 
cipients of his P. R. efforts. 

—The Manufacturer's main objec- 
tive should be the Merchant 
(Trade Relations) and then, 
through the Merchant, the ulti- 
mate Consumer. 

—Some Manufacturers think they 

can jump over the head of the 

reall wn and force his hand by 
cultivating the Public first. 

—This seldom works, however, be- 
cause the Merchant is so close to 
his customers that he can handle 
the situation pretty much as he 
pleases— 


—The Manufacturer who under- 
stands and utilizes the technique 
of Trade Relations is wise unto 
the 'nth degree. 

—For if he tells and sells the Mer- 
chant, the latter will surely tell 
and sell the millions. 


President 





So you see, there are traditions 
back of the fashion stories that 
come to us from our Paris office. 
The following letter from Alice 
Maxwell Appo was posted from 
Paris on Oct. 26: 

“War has rudely overturned more 


than one applecart in the Paris 
area, and shoes have taken a tum- 
ble with the best of them. Shop win- 
dows still display stocks of the 
exquisite type, like streamlined, 
spike-heeled evening slippers and 
the eccentric genre of arabesque 
soles and curlycue heels; but these 
styles look as dead in Paris now as 
last year’s leaves. 

“Not every woman is in uniform 
—very few in fact are—but sports 
and tailored wear has become ‘uni- 
form’ for the majority. Shoe shops 
are reaping a quick wartime harvest 
in the appropriate footwear. Crepe- 
soled moccasins, leather-heeled ox- 
fords, are in demand in the ready- 
made lines. 

“Orders for similar types in cus- 
tom-made shoes are coming in to 
Paris bottiers from chateaux, villas 
and resort hotels where chio and 
well-to-do Parisians have taken 
refuge from.threatened raids. These 
are the women who are showing a 
vague interest in hostess or ‘home 
dinner’ shoes. 

“Otherwise evening models have 
gone completely by the board. The 
eleven o’clock closing order ‘blacks 


out’ formal evening dress for Paris. 


If a few of the die-hards want to 
adopt it for dinner at the Ritz, there 
are too few to count. Restaurants, 
cafes, theatres and cinemas are all 
affected. Night clubs are ruled out 
entirely in this regime. 

“Styles are not static, however. 
There is a break coming and the 
couture is taking the initiative. At 
this writing, two midseason collec- 
tions have already been shown, 
those of Schiaparelli and Molyneux, 
and dates set for showings at 
Lelong, Robert Piguet and other. 

“In the collections shown, tweeds 
are given the expected play, but 
numbers of dressy styles are in- 
cluded, to carry on through after- 
noon and evening. Molyneux fea- 
tures these in daytime lengths, 
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mostly in black wools, and adds 
discreet spangled embroidery to the 
dresses, fur linings to the coats. 

“Schiaparelli shows a number of 
long-skirted evening suits, also 
black, and scarcely trimmed in any 
way. While these are classic, the 
big style news in her collection is 
the military influence. She has 
adapted French uniform details to 
models for sports and afternoon 
wear. 

“Collar corners had gold-em- 
broidered insignia. Coats and 
dresses featured big saddle pockets, 
ten to twenty inches long. Those 
on sports tweeds were leather 
trimmed, those on afternoon models 
made of fur or self-fabric overlaid 
with embroideries of heavy black 
silk braids. 

“Her military colors include: 
Maginot Blue, the old horizon or 
poilu blue; Legion Red, a vivid 
orangy shade; Plane Grey; Trench 
Browns; and Fusées, signal colors 
extremely bright like turquoise 


blues and greens, flame and cerise 
reds. The Fusées are used mostly 


for accessories, in collapsible fabric 


hats, in gloves and blouses. 
“Molyneux features R.A.F. Blue, 
a navy shade, and Alerte, a vivid 


ZENITH SHOE STORE 


blue. All these colors hold promise 
for early Spring. Combinations in- 
cluded Fusées shades with Trench 
Browns and touches of Legion Red 
on Maginot Blue. , 


“In addition to color influence 
from these sources, it is safe to pre- 
dict military influence in shoe de- 
sign. How it will be handled is for 
the modelists to say. To date there 
is no indication of a longer-skirt 
trend. Schiaparelli’s day skirts were 
short and narrow, Molyneux’s 
shorter and full. 


JOSEPH PURPORA of New 
Haven Shoe Repairing Company, 
New Haven, Conn., was called in 
to fit a pair of shoes for Miss Betty 
Fox who, with her dancing partner, 
performs on the roof of the Hotel 
Taft in New Haven—372 feet above 
the ground and on a disc of 18 
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inches. She changed her sneaks to 
the Purpora Posture Shoe and per- 
formed the Lambeth Walk on top 
of the disc. 

A slip or a misfit would have 
meant lights out but the couple gave 
six performances each day. It’s a 
feat to fit the feet that have to per- 
form sky-high. 


Providence Prevails 


When Sam came home to his quiet coop 
From his humdrum grind for his evening 


soup, 
His wife observed that his mien was 
changed 
And his facial features rearranged. 


He opened the door with a gleeful shout, 
“Doll up, old pal, we are dining out. 
We need a change in our bill-of-fare 
So powder your nose and curl your hair. 


“I salvaged the suit that I had in ‘hock’ 

And blowed ten bucks on a pastel frock 
For you to wear. Do you get the point? 
We shall sup in style at a swanky joint.” 


“Why Sam, such things we cannot afford— 

Each penny’s mission is underscored. 

Necessities clamor for every cent 

With bread and beans we must be 
content.” 


“Please, Jen, don’t question my sanity, 
For today rare luck stumbled into me. 
The deductions for tax from my payroll 
page 
Were paid to me instead of my wage. 
—E. R. Tuttle 
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NEW 


BRICH’S shoe store, F at 10th Street, N. W., Wash- 
ington, D. C., has celebrated its 70th year by com- 
pleting the remodeling of the entire store, the last floor 
modernized being the children’s department. This 
extraordinarily charming department, which occupies 
the third floor of the building, was opened early this 
month, after a two months’ period of work. 

The astonishing feature of the work on the children’s 
department was that the remodeling went on with 
business transacted daily, and with the volume showing 
a 10 per cent increase despite the work. 

“I believe that people actually enjoyed watching the 
workmen making over the children’s department,” 
Herbert J. Rich, present head of the store, said. 

Mr. Rich is the third member of his family to have 
conducted this business. His grandfather, B. Rich, and 
his father, Max M. Rich, established the business in 
Washington in 1869. Now, his son, Herbert J. Rich, 
Jr., is associated with his father as manager of the 
men’s department. 

“T have always bought the children’s shoes even since 
I came into the store,” Mr. Rich said. “And I still buy 
the children’s shoes, because they fascinate me. Also, 
it is the best build-up for future business.” 


CHILDREN’S DEPARTMENT 


Children and grandchildren of the children to whom 
he first sold shoes in his earliest connection with the 
store are customers today at the store, Mr. Rich ex- 
plained. This is conceivable, even though today Mr. 
Rich is yet a young man, because shoes up to the 
misses age are sold in the children’s department, and 
such women are now grandmothers, and bring their 
grandchildren, as they did their own children, to Rich’s 
to select their shoes. 

This children’s department is the result of most 
careful planning on the part of Mr. Rich, assisted by 
Grand Rapids Store Equipment Company, and Joseph 
Abel, local architect. The space available is only 17 feet 
wide, but quite lengthy, and in order to achieve width, 
mirrors have been effectively used. 

No shoe display cases are visible, all having been 
placed behind the walls which create the intimate room 
in which the children are fitted for their shoes. In this 
whole department a color scheme of pink and blue has 
been used. The walls are Prima Vera wood tinted with 
a tone of pink. The woodwork of the chairs and fitting 
stools is identical in shade with the walls. Popular 
colors are found in the upholstery of the chairs and in 
the circular bench arranged before the curved window. 
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The chairs along one wall are covered with a sky blue 
shading to periwinkle blue leather, while other chairs 
and the bench have rose petal pink leather. All of the 
fitters’ stools use the pink leather also. 

The window is a particularly intriguing piece of 
modernization. This window of watered opaque glass, 
curves away from the outer windows of the building 
and a diffused bluish light penetrates the interior. The 
entire store is air conditioned, and has been for the 
past six years, but the superimposed windows are so 
designed that there are circulation slats above through 
which air from the outdoors may enter, providing the 
air conditioning should be turned off at any time. 

The entire department is lighted from holophane 


Left:—Interior of Rich’s new children’s depart- 

ment. Two of the story book murals are seen on 

the wall to the left and two others on the far side 
of the curved fitting bench. 
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lenses, which suggests daylight even in the typically 
grey Washington days of the Winter season. The light 
fixtures are silvered to reflect the Chase-Seamlock sil- 
ver grey rug which covers the floor. An umber and blue 
design, centers the rug, carrying out the colors found 
elsewhere in the lower floors of the building, which 
house the women’s, men’s and general store floor. 

Cases for the display of shoes, set above the fitting 
chairs, are flooded with fluorescent lights, again with a 
daylight effect. 

Possibly the cleverest feature of this highly interest- 
ing children’s department is the wall decoration. It 
had been planned to use photographic murals, similar 
to those installed in the men’s department, But on the 
eve of placing such murals, Mr. Rich had the oppor- 
tunity to see some tricky sketches of story book friends 
of children, done by the Hartley-Stewart Studio of 
Washington and Vienna, Va. 

[TURN TO PAGE 47, PLEASE] 


B. Rich’s Sons, Washington, D. C., Top Off Their Remodelled 


Building With This Beautiful Children’s Department, Fin- 


ishing the Modernization Program Started Early This Year 


COMPLETES 


MODERN RICH 


STORE 


This curved, leather-up- 
holstered fitting bench 
breaks the straight line of 
the long room. The fluted 
opaque glass arrangement 
above, hides the outside 
windows but permits ven- 
tilation through the slatted 
effect at the top. 





Formal Fashions 
Make Their Bow 


From San Francisco to New York, Secial Events Mark 


Opening of the Formal Winter Evening Season. 


The 


Popularity of Metal Cloth and Elaborate Jewelry Fore- 
cast a Good Season for Metaliie and Jeweled Footwear 


Mr. and Mrs. William G. Cavanagh at the opening 

night of the Horse Show at Madison Square Gar- 

den. Mrs. Cavanagh wears a white fox wrap with 

parka hood and matching evening mittens. Her 
shoes are gold kid clogs. 


**GEE, look at the red shoes!” “Did you see them 
green shoes?” So the enthusiastic small boy audience 
greeted the First Nighters at the entrance to Madison 
Square Garden the opening night of the Horse Show. 
One youngster’s comment, we regret to record, was less 
flattering, “Did you see them big feet?” is what we 
think we overheard. 

With the full, long dress still the most popular evening 
style, it is not always easy to see what types of slippers 
are being worn. However, the leading trend, as we 
noted dozens of women at the Horse Show and other 
events, continues to be to the open-toed sandal with 
some sort of front interest. Since this is the part of 


the shoe that is most often visible, it is, of course, the 
most logical treatment. If slit skirts are really on their 
way in—which is a possibility—they will have an im- 
portant effect on shoe styles, since the whole, as well as 
the toe, of the shoe can really be seen under these skirts. 
Metallic kidskins and mesh are of first importance. 
This is bound to be the case because of their adapta- 
bility to many costumes. There seems to be an added 
reason this Winter in the fact that jewelry—especially 
elaborate necklaces and brooches—are extremely im- 
portant. An echo of the neck or hair ornament at the 
feet gives just the right amount of glitter in an ensemble. 
Jewels on satin, mesh, velvet and kidskin shoes are all 
important. At the opening of the opera in Chicago, 
jeweled shoes, matching clusters of jewels in hair orna- 
ments, were a smart coordination note. So, too, were 
gold and silver slippers matching gold and silver snoods. 
Dyed satins, sometimes matching the costume, very 
often contrasting with it, were also important. Red and 
green were leading slipper colors, especially as con- 
trasts with black, white or another color. A few lovely 
brocades in rich or pastel shades were seen. One beauti- 
ful blue brocade shoe was matched to a blue wool cos- 
tume at the opening of the Ballet Russe. White was 
seen a number of times at the Horse Show, usually worn 
with a white dress but occasionally matched to the white 
[TURN TO PAGE 36, PLEASE} 
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COME ON. 


Third section of «a four-part promo- 
tion program, including suggestions 
for: 


Store decorations and merchandise 
display 


















































Christmas window backgrounds 


Newspaper adcertising, layouts and 
copy 


Direet-mail and circular ideas 


by R. E. ANDRUSS 






































PRACTICAL planning for best results counsels that 
the complete Christmas program be scheduled in ad- 
vance, and the total newspaper space available under 
the budget distributed, or divided, so that there will 
be no chance of using too much space at first, only to 
run short, or be faced with increasing the allotment 
later on. Faced with the problem of meeting the com- 
petition for attention at a time when many stores are 
using large space, the average shoe store, with a limited 
budget, must decide whether to use a limited number 
of larger ads, that may gain attention principally 
through their size, or to use more small ads, that may 
get “lost” unless special care is taken to make them 
stand out. 

The determining factor should be the amount of space 
needed to do a good merchandising job, and a con- 
sideration of what the advertising is expected to accom- 
plish; this, in most cases, being to encourage a general 
interest in the store’s gift merchandise, rather than to 
sell certain daily “specials.” On this basis, several 
smaller ads used during the week would be more prac- 


Layout for a shoe store Christmas ad- 
vertisement featuring ten different 
kinds of accessories. 





tical than one large ad appearing, for example, on 
Friday night. Four ads, two-column, eight to ten inches, 
would be better than one four-column, twenty inch ad, 
provided care and thought are used to make the smaller 
ads stand out in the paper. 


AN eye-catching layout, distinctive style, good mer- 
chandising, and a tie-up with the other parts of the 
campaign, as well as between the ads themselves are 
possible, even for the smaller store. But no store can 
hand in so-called “copy” hastily written on a piece of 
wrapping paper when the newspaper man calls, leav- 
ing the set-up to the compositor, and expect to have a 
distinctive ad. With all due respect to the compositors, 
their inclination seems to be to distribute the copy so 
that the result will be as smooth and grey as a well-laid 
section of cement walk. If you feel you do not know all 
you should about layout to do a good job, call in some- 
one who does, usually the space man who calls on you. 

In my own retail days, when I had a campaign ahead. 
the space man, the compositor who usually set our ads 
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CHRISTMAS! 


and | got together at my hotel room of an evening, 
and went over my first roughs, and merchandise lists. 
The compositor knew what was available mechanically 
in the shop, while the space man and I knew, or figured 
out, what could be done to gain continuity and general 
eflectiveness. Within the limitations of a newspaper 
plant in a small town, and often using small space, we 
succeeded in having ads that got results, when some 
stores in town, working on a hit-or-miss basis, made 
the old complaint, “the paper is no good.” 

The Santa head that appeared in the first two articles 
lends itself to newspaper illustration. If you have no 
convenient artist or engraving facilities, just work the 
other way ‘round. Select a timely and appropriate fea- 

[TURN TO PAGE 42, PLEASE] 





Left, a long single column 

newspaper advertisement 

featuring Christmas gift 

suggestions to be found. 
in the shoe store. 


ARE You Right, above, is a layout 
WONDERING | ssxesion for «, Chris 
WHAT TO GIVE? ment, appropriate for 


anv shoe store. 




















pen 





slippers, 
i Js handbags and 
other holiday gift sugges- 


tions. 
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antique copper stair 
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leaves make this win- 

ow seasonable. 





SHO 


Lest it be thought that concentr 
all shoe windows, let us make the 
ndows. 


iN CURRENT 


And so it is with current windows. 


merchandise means yninteresting duplications in 
definite assurance that this is far from being the case. We saw many, many wi 
and no two were alike, yet all had one definite purpose—to play up the merchandise 


in such a way 4 to give it more desirability in the eyes ential customer. 
One of the most beautiful and exciting © een was 


that of the new Fifth Avenue |. Miller store- G 


ation on the 


Function Equally Apparent In Nocel and 


The Newest Styles in Late Fall 


Footwear 


Left: Slipper window by 


Gaily colored slip- 


Below: Men's Fall win- 
dow from Pettrey Broth- 
ers, Fairmont, ’ Va. 


The logs and the Autumn 


leaves give @ decided at- 
mosphere 





interesting 
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OF SERVICE 


FIFTY-FIVE YEARS 


dames W. Hannigan, owner of the oldest 
shoe store in Yonkers, N. Y.. selis shoes 
to customers he hasn't seen in years 


ABOVE 

The children’s department, show- 

ing the carvings of animals and 

decorations attractive to a very 
critical clientele. 


WHEN James W. Hannigan, Sr., opened his shoe store 
in 1884, he had no idea that Yonkers would grow to a 
busy industrial city of 160,000 citizens in 1939. But 
he did have the idea that dependability would make him 
an honest living and earn him the respect of his fellows. 
It earned him both and, in addition, the nickname of 
“Old Reliable.” 

When he started in business some of the well-known 
shoe manufacturers of today were just beginning, too, 
and he was always proud of the fact that the name of 
Hannigan was one of the first to appear on the accounts 
of these then infant industries. 

For twelve years he carried on in the original store 
on North Broadway. Then a disastrous fire forced him 
to re-locate at 12 Warburton Avenue, the present site 
of the store. There he developed a solid front of cus- 
tomers that enabled him to weather the depression and 
the intense competition to which the independent dealer 
is subjected. When he died, his son, James W. Hanni- 
gan, Jr., took over the business and continues to conduc} 
it along the accustomed lines instituted by his father. 
Having worked with him for years, he understood his 
father’s philosophy and determined to put it into his 
own retailing practice. 

Mr. Hannigan says he has many customers he has 
not seen in years. They telephone for re-orders or send 
a messenger to pick up their purchases. In addition to 
these orders he maintains regular “resort” customers 
who, when they vacation in Bermuda, Maine, Florida, 
or even California, write or wire him for duplicates of 


Looking to the rear of the James W. Hannigan 
shoe store. Note the children’s department above 
the level of the main floor. 


their favorite style. A carefully kept index of cus- 
tomers’ foot sizes and individual peculiarities enables 
him to fill these extra orders with speed and satisfaction. 

The oldest store in the city of Yonkers, and one of 
the oldest in New York State, Hannigan’s has kept 
abreast of the times. The problems of merchandising, 
seating, arrangement, lighting and the handling of spe- 
cialized departments has been competently seen to by 
Mr. Hannigan. Aids to better fitting are found in the 
use of X-Ray and customers with foot troubles find 
relief and remedy in the large stock of pedal corrective 
appliances. 

The children’s department, placed on a raised floor 
in the rear of the store successfully approaches the need 
for attracting juvenile trade. Low benches whose arms 
are carved and painted animal heads, fitting stools that 
are broad-backed elephants, and mural and incidental 

[TURN TO PAGE 33, PLEASE] 
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vey FOOT REST SHOE 


et Pett: Made... 


Shoe by shoe and lot by lot, in quality of construction and fineness of finish, Foot 
Rests are superior to shoes made in the bushes. We have made both, and we know. Foot 





Rests are made by men and women who have spent their lives at fine shoemaking. 
Krippendorf give their undivided attention, resources, and ability to the production of 
one brand, in one price range. This is the secret of Foot Rest quality and smartness. 


SMARTEST STYLES - FOUR-SPOT COMFORT - SEVENTY SHOES IN STOCK 
WELTS AND LITTLEWAYS - EVERY SHOE IS SEWED 


Don’t buy until you see this fast-selling, profit-making line of shoes for spring. 110 shoes 
at $3.90. Salesmen now in territory. Write us. 


THE KRIPPENDORF-DITTMANN COMPANY 
CINCINNATI, OHIO... MARBRIDGE BLDG., NEW YORK 


FOUR-SPOT COMFORT 


A— Heel Cushion absorbs 
shocksin walking. 

B — Rolled I nsole aids bal- 
ance and poise. 

C— Metatarsal Cushion 
makes your steplight. 

D — Snug Heelast ; perfect 
heel fit, saves hose. 














THERE’S A FOOT REST SHOE FOR EVERY WOMAN 
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OUTLOOM 


Flexible Costs Mean Flexible Retail Prices 


THIS war of nerves is now an American institution 
and the price skirmishing that has been tried to date is 
pretty much a case of maneuvering for position. Manu- 
facturers are faced with a rising market and none are 
so great that they can defy the laws of economics. If 
they have to pay more for what goes into a shoe, they’ve 
got to ask the retailer for more now, or soon. The only 
alternative is to take something out of the shoe; and 
nothing cheapens a shoe more than a retreat from the 
standard set. We know that merchants are intelligent 
enough to realize that absorbing the advance is another 
way of saying: “Making a few changes in the shoe not 
visible to the eye.” 

Explanations are in order from those organizations 
chat cry aloud: “Buy from us because we sell at the 
same price. Now is the time to change. We've got our 
competitor on the run. We've an edge on him this 
time and are riding high.” 

All these arguments have been heard and will be 
heard. Think twice, Mr. Merchant, before you change 
your lines, your lasts, your fitting values because of a 
“two-bit” piece. You've made friends at the factory 
all the way down to the workman who looks at the mak- 
ing-tag and thinks a thing through to the time when 
some customer, somewhere, will be enjoying the product 
of his labor. Think also of the customer at the fitting 
stool who has been a friend of yours and whose feet 
have been in your care. That customer is a thinking 
person. Have you made every customer a friend and 
appreciator of your goods and service? 

There are two paths to getting price rises. First— 
along the line of the axiom: “Never explain—your 
friends don’t need it; your enemies won't believe you 
anyway.” The other path is to give logical and honest 
reasons why shoes cost more, i.e., leather is a world- 
wide commodity. America buys more hides and skins 
and produces and consumes more. We lack sufficient 
supplies of hides and skins to cover our domestic needs. 
We must import from every corner of the world. War 
has disturbed trade routes and foreign supplies, etc., etc. 

In the coming months we will have a lot of ammuni- 
tion to give you on this score because wheat, sugar and 
foodstuffs are actually in super-abundance and this 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


thing called leather cannot be measured by domestic 
supplies alone. Just to cite a point: Almost 100 per 
cent of kidskin, kangaroo, lizard, crocodile, shark, 
50 per cent of sheepskin, 25 per cent of calfskin and 15 
per cent of cattle hides come from abroad. 

Now, all this talk of a short war is beside the point. 
We're going to have an economic war of one sort or 
another, all over the world, for the length of our genera- 
tion and maybe longer. We've got to face facts and 
plan accordingly. 

We would welcome the day when a merchant again 
became a merchant and priced his shoes according to 
their salability . . . the highly wanted shoes at a mark- 
up compatible with their demand and the standard, 
simple and work-about shoes bought and sold close to 
the price that such goods should bear. This leveiling 
off process is one of the things that makes retailing 
such a funny business. 

And just to thump the subject of “price rigidity” 
once more, we give you a quotation from that eminent 
authority—Malcolm P. McNair, Professor of Market- 
ing, Harvard Graduate School of Business Adminis- 
tration: 

“The increase in the proportion of the consumer’s 
dollar which goes to pay the costs of marketing goods 
rather than of making them is not in any sense objec- 
tionable so long as the consumer’s dollar continues to 
buy more goods. What really interests the consumer 
(though he rarely stops to analyze it) is the most favor- 
able combination of production and distribution costs. 
If his dollar will buy more merchandise with 60 cents 
of it going for distribution and 40 cents for production 
than it will with 75 cents going for production and 


' 25 cents for distribution, he is better off. Essentially 


this has been the trend. Yet it may be questioned 
whether we are not now approaching a situation where 
further economies in production are likely in many in- 
stances to be more than counterbalanced by the outlays 
necessary for distribution.” 





QUESTION: 
What Sells Jarman “Cedar- 
Cured’ Shoes? 


ANSWER: 

The idea!—Nobody ever thought of “Cedar-Curing” 
shoes until Jarman’s Earle T. Bumpous, vice-pres- 
ident in charge of sales promotion, put it in Jarman 
Custom Grade styles and created a sensation in 
the shoe industry.—Today Jarman “Cedar-Cured” 
shoes are being sold (and praised to the skies!) 
by progressive merchants in every section of the 
United States.—“Cedar-Cured” is just one Jarman 
idea that sells.—The line for Spring, 1940, now 
being shown by the Jarman man in your territory, 
sparkles with new ideas, new styles, new features 
of finish and construction—and they all sell! 


JARMAN BHOE CO., DIV. OF GENERAL SHOE CORP., NASHVILLE, TENN 
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FOOTWEAR 


Consider Your Golf Market 


Millions play the game and shoes with 


Es! abl" 


correct fitting qualities are important. 
Golf shoes made on the Amsterdam have 
been thoroughly tested — the ROCKER 
BOTTOM conforms to the natural motion 


of the foot and spells comfort in action. 





Golf shoes on the Amsterdam are 
smartly styled, too — don’t underestimate 


their quick sales appeal. 
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THE HEALTH SHOE MERCHANT 
AND HIS FUNCTION 


In Twe Parts: PART TWO 
Part One appeared in the October 28th issue 


The Delicate Relations Between Foot Doctor and 


Shoe Man Are Clarified in This Important Paper 


by NATHAN HACK 


AMONG the long list of unforgivable sins thrown into 
the face of the health shoe merchant is the word or 
trade name of “Orthopedic” as applied to correct or 
corrective shoes. 

The first half of the word “orthopedic,” “Orthos,” is 
of Greek origin meaning “straight,” and the second 
half, “paidos,” means “child.” These combined words 
mean the straightening of deformed or crippled chil- 
dren. The doctor who treats diseases of the bones and 
joints of his adult and juvenile patients is known as 
an “orthopedist”; even though, according to the inter- 
pretation of the name “orthopedic,” he is supposéd to 
treat and straighten only children, “orthos-paidos.” 


WE are not attempting to quarrel with the “ortho- 
pedists” for treating adults. We are merely attempting 
to demonstrate the ridiculousness of criticizing the 
shoe man who applies the name “orthopedic” to his 
particular brand of shoes. After all, what is there in 
a name? A rose by any other name would smell as 
sweet. 

The trade name “orthopedic” as applied to health 
shoes, however, is no longer in vogue because it seems 
to have had a harsh sound to the aesthetic ear of the 
modern, fashion-minded man and woman who is re- 
quired to wear shoes of a corrective nature. 

“Cripple” shoes was the early common name which 
was later abandoned for the more scientific name 
“orthopedic.” The word “cripple” always carried a 
stigma during mediaeval periods. The cripple was, 
according to the ancient belief of the superstitious folk, 
“cursed,” one possessed by the devil. The stigma of 
that shameful name, therefore, had to be abandoned 


for a better sounding one. 


NOW that the more scientific sounding name of 
_ “orthopedic” has outlived its usefulness, what name 
next? Here is an opportunity for some keen minded 
shoe man to gain national fame. 

Recent history is filled with new names coined and 
officially adopted by various groups of professional 
and business men. The undertaker would rather be 
known as a mortician, which is taken from the Latin 


word “mortis” meaning death; the chiropodist has 
adopted a newer and more modern name, “podiatrist.” 
The original name, pronounced “Ki-rop-o-dist,” is de- 
rived from two Greek words, “Kheir,” hand, and 
“Podos,” foot. The newer name “podiatrist” is an- 
other Greek version meaning “the healing of the foot.” 
We could produce incalculable numbers of references 
pertaining to these changes. 

We have often heard nationally famous shoe men 
strenuously object to the word “corrective” as applied 
to health shoes. Their objection is based on the assump- 
tion that shoe men do not correct feet through the 
application of shoes. If proper shoes remove the cause 
of foot imbalance, then proper shoes do correct feet. 
Therefore the term “corrective” is a term that no shoe 
man need object to, nor avoid when applied to Health 
Shoes. 

Among the many disputes as to his inherent rights 
that still occupies the center of attraction in some 
quarters many arise from the shoe man’s “audacity” 
and “presumption” in wedging and padding shoes. 
Health groups in some states have even gone as far as 
attempting to pass laws prohibiting that kind of com- 
petition. 


ET is needless to say that such laws if ever passed 
could be easily outlawed as unconstitutional. Padding 
and wedging of shoes that has added much comfort to 
the shoe wearer enabled the shoe man to correct imbal- 
ance, and it is here to stay at the command of his 
majesty, the customer. Since no one ever questioned 
the right of a tailor to pad a shoulder, lengthen or 
shorten a sleeve, the shoe man surely cannot be denied 
the same right to modify the shoes he sells, to improve 
their fit and comfort. 

A new basic industry has been born. This growing 
industry makes various wedges and pads for the health 
shoe man. It fills a long needed gap in the shoe acces- 
sory world. 

Medical literature, pertaining to feet and shoes, is 
filled with references to the correction of foot imbalance 
by means of shoe therapeutic devices. While some inves- 

[TURN TO PAGE 44, PLEASE] 
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Shoes for Christmas Gifts 


Except for Christmas slippers, the 
shoe department usually doesn’t great- 
ly enter into the Christmas merchan- 
dising picture. The men’s shoe de- 
partment of the Emery-Bird-Thayer 
store in Kansas City, however, has 
built up an excellent volume of shoe 
turnover which compares favorably 
with the gift trade receipts in other 
men’s departments of the store. 

No extra promotional expense is 
involved, just a simple policy of 
“eavesdropping” throughout the year 
on customers, with an eye towards the 
holiday season. The plan, evolved by 
shoe buyer Merle Ulm, involves keep- 
ing a record of every customer who 
enters the department more than once 
in a year’s time—name, address, type 
of shoe purchased, and size. The rec- 
ord cards help in several ways—first, 
advising regular customers of savings 
in sales, cleaning up oversized stocks, 
and finally, for the Christmas gift pro- 
motion. For Christmas, clerks watch 
carefully for the customer’s prefer- 
ences. If he constantly buys one type 
of shoe, fine—if he doesn’t, they make 
every effort to ascertain what he pre- 
fers, and note this information down. 

Then, with the arrival of the holi- 
day season, Mr. Ulm’s staff goes to 
work on the telephone, using the 
cards compiled during the year as the 
basis for a surprisingly practical sell- 
ing point. Asking for wife, brother 
or nearest relative of the customer 
listed on a card, the Emery-Bird- 
Thayer shoe salesman informs the 
relative that their customer has ex- 
pressed a liking for a pair of heavy 
golf shoes, patent pumps, or some- 
thing else in the way of footwear. 
The date on which the reference was 
made is given—after which the store 

suggests shoes as an unusual and 
thenghtful Christmas gift. Relatives 





solicited are always surprised and 
pleased with the idea—and may be- 
come customers immediately. A valu- 
able point in connection with this pro- 
motion is that it always aids in turn- 
ing over a considerable stock of dress 
shoes — something which ordinarily 
wouldn’t enter greatly into the Christ- 
mas picture. 

“Not many people, not even shoe 
retailers, think of shoes as Christmas 
gifts,” buyer Ulm said, “and for that 
very reason, the surprise feature in- 
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by JOHN F. W. ANDERSON 


volved makes the campaign carry con- 
siderable weight with our customer’s 
families.” 

* - * 


We're Building Better 
Shoes Today 


Blow ups showing various opera- 
tions in the building trades was the 
theme of a recent battery of shoe win- 
dows in Bullock’s store in downtown 
Los Angeles. Under the general title 
of “Construction” carpenter’s tools, 
blue prints, saw horses, shavings, and 
display fixtures of plain unpainted 
lumber are scattered around the win- 
dows in haphazard fashion. Each of 
the various shoe shops had their own 
shoe displays. Some of the window 
cards, “A new day in shoe construc- 
tion built on the idea that shoes can 
be beautiful and at the same time 
properly constructed.” “Collegians— 
build up your shoe wardrobe around 
the new designs in shoe construction.” 
Many of the newer wedgies, special 
heels, and advanced ideas in design 
were featured yet with the emphasis 
that construction is all important in 
shoes as well as in building con- 


struction. 
* * * 


Names to Remember 


Is your hosiery counter near the 
front door and passed by customers 
going in and out of the shoe depart- 
ment in the rear? 

If you have trouble getting people 
to stop, here is a suggestion evolved 
by an Illinois shoe store. The two 
hosiery girls are trained to remember 
the names of all regular shoe and 
hosiery customers. When a familiar 
face passes, they call out a friendly 
good morning or good afternoon 
whichever the case may be. Often the 
customer stops to chat a minute or two 
and this gives the hosiery girls « 
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BEST IDEA OF THE WEEK 
W.P.A. CALLING! 
(R. H. Macy & Co., New York City) 


O. P. Ideator—“l’ve interviewed a lot of people in 
the past year or so, but this is the first time I’ve 
ever tried to get any information out of a dummy. 
What’s the matter, is there a scarcity of shoe sales- 
men?” 


Robot Shoe Clerk—*“No, not exactly. You see, it’s 
this way—our most popular woman’s shoe is the 
Rugby so I was conceived as an automatic clerk to 
stand at the front of the department and take orders 
for Rugbys and see that they are brought out 
promptly.” 


O. P. Ideator—“You sure do attract attention! 
That big wooden boxlike body of yours would stop 
anybody if only out of curiosity.” 


Robot Shoe Clerk—“Yes, I not only attract atten- 
tion to myself, but to the multitude of sizes and 
colors of the Rugby shoe kept in stock by Macy’s.” 


O. P. Ideator—‘“I follow you so far, but just how 
do you do your job?” 


Robot Shoe Clerk—“A sign on top of me says 
‘Press this button to order Rugbys’ and then my 
mechanical voice booms out, ‘When you pressed my 
button, you took the first step in what I am sure will 
be many easy Rugby steps. Thousands of women 
already know it is the easiest shoe in the world to 
wear, now it is the easiest to buy. 


“‘*Now just tell me—I mean my electric ear- 
your size and color and I'll have your shoe out in a 
jiffy. 

“*‘What size? ... 

“*Thank you.’” 


O. P. Ideator—“Now, you're not going to tell me 
that you also fit the customer?” 


Robot Shoe Clerk—*“No, I haven't learned how to 
do that as yet. A minute or so after the customer 
gives the color and size information, a stock boy 
comes running out of the back room with the shoes 
and turns the shoes and the customer over to one of 
the salesmen for a regular fitting.” 


O. P. Ideator—“But how does the stock boy hear 
the order?” 


Robot Shoe Clerk—“Inside of me there is a two- 
way telephone connecting with a boy in the stock 
room. The sales talk you heard comes off a phono- 
graph record which starts when you press the button 
to order the shoes.” 


what color? 


What 


O. P. Ideator—“A most ingenious device! 
can we expect next?” 


Robot Shoe Clerk—“You anticipated the answer a 
short time ago. If I can only learn to fit shoes and 
dress like an Arrow Collar Ad, heaven help the poor 
shoe salesman.” 








chance to display the latest arrivals 
in hosiery. Even if a sale is not 
registered at that particular time, it 
fixes that hosiery department firmly 
in the customer’s mind. 


. &.< 


Streamlined Selling 


Out at the General Motors Fu- 
turama exhibit at the World’s Fair 
they have an interesting arrangement 
of a small loud speaker at each spec- 
tator’s seat. While the seats travel 
along over the “Highways and Hori- 
zons” of tomorrow, a description of 
the scenes is “piped” to each chair 
and to the spectator through the mini- 
ature speaker. 

Possibly this is an idea for a shoe 
store. While a customer is waiting to 
be fitted, she could be entertained 
with ea “canned” description of the 
latest model shoes for Fall—colors, 
patterns, materials, and accessories. 
The volume of the speaker must be 
low enough so as not to disturb the 
clerk at the fitting stool, but it still 
could be loud enough to reach a small 
group of chairs. Possibly a small 
store would dispensé with the small 
loud speakers and just use a regular 
phonograph. The manager or proprie- 
tor could make up the sales talk him- 


self, take it to a phonograph store, 
and have the speech transcribed onto 
a record in no time at all—and he 
could change the program each week. 


* * 


Shoe Selling Windows 


In the current issue of “Calavier 
Comments” published by the Calavier 
Company of Baltimore we find some 
sound advice on how to make win- 
dows sell: 

“Your show windows are poten- 
tially one of your greatest assets. If 
they are interestingly dressed they 
will ‘reach out’ and lead customers 
into your store. A great deal of very 
careful study has been given to learn 
what makes successful windows. 

“Here are seven fundamental rules: 

1—The impression made by a win- 
dow display must be convincing. 
That is, it must be such as to avoid 
arousing questions, doubts, debate or 
disbelief in the mind of the observer. 

2—Avoid anything in the display 
that distracts the observer or side- 
tracks his attention from the chief 
message in the window. 

3—Make your central idea or mes- 
sage easy to grasp. 

4—See that your window delivers 
its full sales message. 


5—Plan your display to emphasize 
the buyer’s advantage. That is, make 
your appeal positive rather than neg- 
ative. 

6—Have your windows suggest a 
definite single course of action. 

7—Have price tickets on every ar- 
ticle, as well as all necessary infor- 
mation. Mr. Neil Mitchell, a famous 
expert, says ‘It has been proved 
again and again that sales fall down 
when signs fall down.’ 

“A window can be rated according 
to several definite requirements. 

“A good window should create 
from one-fourth to one-half of all the 
store’s daily sales. A window should 
attract a glance from about one man 
in ten, one woman in seven and 2% 
per cent of those who glance should 
stop. Or one out of every 270 who 
pass should stop. 

“If you will bear these fundamen- 
tals in mind, and try to make your 
displays measure up to them, you 
should be able to see an increase in 
your sales. You can make some in- 
teresting experiments although we do 
not recommend that you go as far as 
one merchant who was a Doubting 
Thomas. He experimented by taking 
all display out of his windows. He 
lost 22 per cent of his trade in three 
weeks.” 
















































































’ may mark another turning point in American history and American 


business. 


It was the “Roaring Forties” of a century ago that witnessed the beginning of that 
extraordinary period of industrial development which has resulted in America as we 


know it. 


The “Roaring Forties” witnessed the gold rush to California, and brought not only 
new wealth for the building of the nation, but contributed the continental concept 
which later spanned the United States with steel, led to the development of prairies 
and deserts and began the conquest of the wilderness. 
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; new decade ahead of us may not 


mark the beginning of another gold 

rush. It may not uncover another rich 
treasure that has lain for centuries buried in 
the earth. But it can contribute just as much 
and more to the material prosperity of Amer- 
ica. New fortunes to be found, not in mines, 
but in minds—new riches to be developed not 
through the exploitation of Nature’s resources 
but through the intelligent development and 
utilization of the products of industry. Fac- 
tories turning out finer merchandise, retail 
stores distributing it more efficiently than ever 


before to a nation eager and able to buy. 


That's the picture of the new “Roaring 


Forties”, but to bring it into sharp, clear focus, 


eet 6 


239 West 39th Street 


we need to see the background so that we may 


better glimpse the image of what lies ahead. 


So far as the shoe industry is concerned, BOOT 
AND SHOE RECORDER will provide that 
picture in its Annual Shoe Fair Number of 
December 23rd, surveying a year in review and 
a decade in prospect. If you are a shoe mer- 
chant you will read this issue and then give a 
place on your desk, within easy reach, where 
you can readily refer to it all through 1940. 
For it will be the compendium of all that mer- 
chants need to know about shoes and shoe- 
making materials, about the products that play 
a part in shoemaking and shoe merchandising, 
about a million and one phases of retail shoe 


store operation. 
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Hides Steady; Volume Light 


Lack of Demand for Winter Hides Con- 
tributing Factor in Quiet Market 


New YorK—Hides sold at steady prices throughout 
last week in the Chicago spot market, although packers 
were credited with having disposed of only 70,000 
pieces, less than a week’s production. 

Colorado steer hides registered a 14-cent advance to 
1354, but the basis grade of light native cowhides traded 
steady at 14 cents per lb. 

The comparatively light volume was attributed to tan- 
ner reluctance to take the winter hides, which are poor- 
est in quality, and the continued quietness of the leather 
markets. 

Hide futures on the Commodity Exchange declined 
for the fourth successive week. The net change for the 
week was relatively small at 12 to 21 points lower. Hide 
futures have declined approximately 100 points or one 
cent since the downward trend started October 14. 

The volume of trading was light on the decline. 
Transactions totaled 923 contracts or 36,920,000 lbs. 
compared with trades of 1254 contracts or 50,160,000 
lbs. the previous week. 

Quietness in leather contributed to easier hide futures. 
The volume of cutting for spring shoes will not be ap- 
parent until after the first of the year and tanner book- 
ings of new leather business were small. 

The decline in the stock market during the week 
occasioned some sympathetic commission house selling 
of hides. Dealer support, however, held hide futures 
relatively steadier than stocks. 

Hide dealers who buy in the South American market 
and simultaneously sell on the Commodity Exchange 
could not conduct this operation at an immediate profit 
last week—another factor in the lightness of volume. 

South American prices were steady to higher. Stand- 
ard frigorifico steerhides last traded at 13 13/16 cents. 
up ¥@ cent per lb. 

Some importers said that offers from South American 
plants to the United States were increasing because of 
the difficulties of shipping to Europe. 

American exports of leather showed no great change 
in the first month of the war compared with September, 
1938. The Tanners Council of America pointed out, 
however, that some September bookings would not show 
up as exports until October. Sole leather exports in 
September were 4000 sides, compared with an equal 
number a year ago. Shoe exports were 260,000 pairs 
compared with 296,000 pairs shipped in August and 
240,000 pairs in September, 1938. 

Federal inspected slaughter of cattle during October 
exceed both the previous month and the correspondiig 
month a year ago. However, for the first 10 months 
of 1939 slaughter is still under the 10 months of 198. 
The figures are a 1939 monthly average for the 10-month 
period of 783,558 head. The monthly average of 
1938 was 816,208. 
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SPECTALISTS 


IN UNCOMMON FOOTWEAR 


Send us your “headaches” 
on special pairs which other 
manufacturers don’t want 
to bother with. You have 
certain customers with prob- 
lem feet, who require spe- 
cial shoes, who want the 
“uncommon” in patterns, 
lasts, materials, or construc- 
tion, and who are willing to 
pay for them. Our service 
in bench made and fine cus- 


#1 282 


FOR MEN 


TEN YEARS SERVING THE NATION'S LEADING 


C.T. COLE 


_ SN 
CRIPPLE SHOES 
STYLE SHOES 
DIFFICULT SHOES 
HAND-MADE SHOES 
SPECIAL LAST SHOES 
SPECIAL PATTERN SHOES 
SPECIAL LEATHER SHOES 
LIGHTWEIGHT SHOES 
HEAVYWEIGHT SHOES 
FLEXIBLE SHOES 


STORES 


tom shoes is so flexible that 
we can promptly take care 


” We can 


of your “specials. 
build for you a quality prod- 
uct that your particular cus- 
tomers will appreciate . . . 
on which you can make a 
fair mark-up. Remember 
Cole, Rood & Haan the next 
time you need “specials” in 
any of the classifications 
listed here. 


*4gue 


OR LET US QUOTE YOU ON ANY SPECIAL SHOE 


COLE, ROOD & HAAN CO. 


514 WEST SUPERIOR STREET 








Fifty-Five Years’ Service 
[CONTINUED FROM PAGE 22] 


decorations in keeping with the tastes 
of tender years bring the young cus- 
tomer back again by popular request. 

Many mothers have such confidence 
in Mr. Hannigan’s judgment that they 
send their children in alone to buy their 
new shoes. His own personality, coupled 
With the appeal of the children’s depart- 
ment, makes the idea of selling the un- 
accompanied child both pleasant and 
profitable. 

Among Mr. Hannigan’s interesting 
customers are a family group, repre- 
Senting three generations of Hannigan 


CHICAGO, ILLINOIS. 





customers; a number of policemen and 
firemen, active and retired, who depend 
on him for foot comfort and long wear; 
and one man who has consistently 
bought his shoes from the Hannigans, 
father and son, since the store opened 
in 1884! 

It is Mr. Hannigan’s pride that the 
father-and-son business that existed in 
Yonkers for so many years withstood 
the economic onslaughts that laid low 
many a more highly subsidized store in 
the immediate neighborhood. He attrib- 
utes this survival to three immediate 
factors: the founder, his father, be- 
lieved in himself and in his merchan- 
dise; the Hannigans, both father and 
son, never succumbed to the tempta- 





tion to sacrifice quality for cheapness 
of price, or good taste for fleeting nov- 
elty; last, his customers find in his ad- 
ministration of the House of Hannigan 
the same dependability that they found 
in his father, “Old Reliable.” 


Turns Hallowe’en Pranks 
To Good Account 


MARYVILLE, TENN. — Shoemaker’s 
Shoe Store created much interest at 
Hallowe’en by offering prizes for the 
best design in soap in their show win- 
dows, solving the problem of dirty win- 
dows of other years. The local chief 
of police served as judge of the most 
original designs on the window. 
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IN STOCK 


Style 1157 
Tan Grain 
Wing Tip Oxford 
Schedule: Widths AA to PD 
Sizes 6 to 12 


HEAVY DOUBLE SOLES 


DAMP-PROOF PROCESSED 
UNDER U. S. PAT. 1,977,568 


Style 1158 


Tan Norwegian 
Blucher Oxford ANTIQUE FINISH 


New FOOT-JOY 
CATALOG 


A complete FOOT-JOY STOCK available at all times to help you Showi Co Li : 
make MORE SALES — GREATER PROFITS. Just drop us a line, ow By Mell 
telephone or telegraph. We are doing this for the large or small for distribution ie aed 
dealer. Our merchandising plan places our immense stock of these r 

high grade shoes for all occasions at your disposal. USE THIS FIELD SEND FOR YOUR COPY 

and FLINT CO. SERVICE. It will lead to greater 

profits than you ever thought possible. 


in 
FIELD ano FLINT CO. < Yene / 
Brockton Massachusetts 
_ “Boot Makers to Gentlemen Since 1857” aes ssaiaietig 

lhe Shoe thats Different 


Also Makers DR. M. W. LOCKE 
and ANATOMIK Shoes for Men 
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THIS WEEK IN THE 


Saturday, November 18, 


SHOE TRADE 


1939 


National News 





Look for Big White Season in South 





Retailers Expect Large Percentage of Resort Trade to Be in 
White Shoes—Open Toes to Be Very Important 
But Open Heels Are Out 


Miami, Fira.—M. M. Nankin, presi- 
dent of Nankins, 163 E. Flagler Street, 
is basing his resort buying on the be- 
lief that 75 per cent of business will 
be in white footwear. This is a slightly 
lower percentage than other seasons, 
but there is a strong feeling in this 
locality that white with color is going 
strong this coming season. High colors 
are looked for by Mr. Nankin to be 
important—colors such as flag blue, 
patriotic red and other shades will ap- 
pear in shoes. Brown and white will 
be good; this has become a staple com- 
bination. There will be plenty of white 
shoes combined with pastel and high 
shades. Something new that is to be 
shown is a deep rose and sea blue—two 
attractive shades. Open heels are out, 
says Mr. Nankin. And he repeats that 
it is the women themselves who have 
shown their dislike for such shoes. 
Open toes will be shown almost 100 per 
cent in new resort merchandise. This 
will not apply to the more conservative 
types but to the ordinary run of shoes. 
Peg or barrel heels will be important 
on certain types of shoes. High heels 
will be 21/8 and there will be activity 
in the 17/8 to 21/8 range. Pattern 
pumps elasticized will be important. 
Sandals will come a close second in vol- 
ume. Square toes are to be shown only 
in the less expensive lines. The same 
‘is true of walled lasts. No wedge heels 
Were bought. Kid and crushed leathers 

ill be outstanding, according to Mr. 

ankin. There is to be many com- 

nations of leather used, and these 

ill be in the same color, the contrasts 

ng apparent through the different 

of the leathers. This will result 

a pleasing blending of shades and 

looked for to be an outstanding fea- 
mre of the coming resort season. 


According to Mrs. Mabel Bartels, 
manager of I. Miller on Lincoln Road, 
this coming season will show a 60 per 
cent volume in all white shoes. She is 
of the opinion that there will be plenty 
of white and color sold, which will 
bring up the percentage of white. 
Brown and white will, as usual, be 
active, and she feels that black and 
white is something to watch. It may 
beceme important before the season is 
over. 

Kid and crushed leathers will both 
be good, she feels. The slim classic 
pump is definitely not a volume num- 
ber. Open toes are unimportant, but 
there is still a strong demand for the 
peek toe opening—the shoe with a very 
small opening in the toe. Open backs 
are not to be considered; they are defi- 
nitely out in the higher-class shoes. 
Women are objecting to this easy foot- 
wear because of what it does to their 
feet. It offers nothing in the way of 
support and causes the foot to spread, 
says Mrs. Bartels. There is a tremen- 
dous trend toward low-heeled tailored 
styles in shoes. Oxfords are good. 
Heels are still more or less of the fancy 
type but not tremendously important. 

Rocker soles, square toes and fancy 
heels are splendid in play shoes; the 
theme for these is “the wilder the bet- 
ter.” 


Rejoins Crescent as 
Detroit Representative 


Detroit, MicH.—Jack Harris, who 
was with the Crescent Shoe Company 
for nine years, and who left the firm 
for a short time, is now back with the 
company as representative in the De- 
troit territory. 


Ball Named Barrett 
Sales Manager 


NASHVILLE, TENN.—John Ball, for- 
merly foreign export sales manager 
for all divisions of the General Shoe 
Corporation, has recently been 


JOHN BALL 


appointed general sales manager of the 
Barrett Division of the corporation. 

The Barrett Division makes a line 
of women’s Lockstitch Littleways un- 
der the trade name of Betty Barrett 
Shoes. 


Edward McLead with 


Freeman in Indiana 


INDIANAPOLIS, IND.—Edward Mc- 
Lead, formerly representing J. P. 
Smith Shoe Co., in Ohio, is now repre- 
senting the Freeman Shoe Co., in south- 
ern Indiana and the state of Ohio. 








fur wrap instead. There was plenty of 
black, always well opened-up to pre- 
vent its looking too dark. A few black 
velvet shoes were seen with gold kid 
platforms. 

Platform soles are still very much in 
the picture and give an attractive con- 
trast note. The clog and the wedge 
both continue. Mrs. Cavanagh, whose 
picture appears on this page, wore 
rocker bottom clogs covered with gold 
kid. The shoe sketched at the bottom 
of this page was actually seen on two 
young girls one night at the Ballet 
Russe. The uncovered cork soles were 
most practical on the wet pavement 
and the silver mesh uppers could not 
have been more decorative. 

Some very low heels are being worn. 
Also some “glass” heels. Both New 
York and Chicago are favoring them. 
A mesh with kidskin underlay—gold or 
silver—is an interesting development 
of the current season. It has a very 
lacy effect and should please women 
who do not want such “naked” shoes 
as the unlined mesh slippers of last 
year. 

Always the signal for the real start 
of the Winter social season, the open- 
ing night of the Horse Show was, as 
usual, a brilliant occasion. If the fash- 




























Judging the novice single harness horses at the National Horse Show, Madison Square Garden, New York. 


Formal Fashions Make Their Bow 


[CONTINUED FROM PAGE 17] 


ions seemed a shade less spectacular 
than in the past few seasons, it is prob- 
ably because we have had several very 
brilliant Winters recently. Certainly, 
there was plenty to admire and note 
this year. First of all, the number of 
furs and fur wraps—sable and sable- 
dyed, mink, ermine and even a few 
chinchilla. Bell-shaped capes were the 
newest note. One striking fur wrap 
with matching hood and mittens is il- 
lustrated here. Another fur ensemble 
consisted of a white wrap with a little 
matching “skull cap.” Other wraps in- 
cluded long fitted velvet and wool coats. 
One young girl looked very-up-to-the- 
minute in a long, plaid cloth coat. Gold 
metal cloth coats, without fur, were 
worn by several fashion leaders at the 
opening of the Ballet Russe. 

As to the dresses under these wraps, 
they showed certain definite trends, 
some of which were decidedly new. 
There were not as many slim-skirted 
dresses as we had expected, nor as 
many long-sleeved. These will probably 
have more prominence as the season 
goes on and will be worn for less 
formal occasions than the opening of 
the Horse Show. At the opening of 
the Ballet Russe, full skirts and bustles 
were outstanding. The harem trouser 
line was also noted. 
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At the Horse Show opening, black 
and white predominated with red—a 
clear brilliant red—and green—in 
rather dark daytime shades—as out- 
standing accents. Some fuchsia shades, 
a few plum, blue, grey and taupe, were 
also noteworthy exceptions to the black 
and white rule. At the Chicago Opera 
opening grey and the smoky tones were 
noted combined with gold accessories, 
including shoes. A few striped dresses 
looked very lovely on some of the 
younger girls. A few of the new dresses 
with wide panels in two contrasting 
colors were also seen. A black velvet 
dress with white eyelet embroidered 
apron was most effective. The white 
apron was covered by a smaller black 
velvet apron so that only the frilly edge 
of the white apron was visible. Black 
and red velvet and satins and taffetas 
in lighter shades were very popular. 

The absence of elaborate and glitter 
ing hair ornaments was one of the sur- 
prises at the Horse Show. All the 
jewels were in necklaces and bracelets 
and shoe trimmings. Natural flowers— 
gardenias and orchids—a few feathers 
and fur headdresses, already noted, 
were the general rule. The most dra- 
matic head covering was the gold snood. 
In other accessories, red gloves were 
the most striking. 








Michigan Travelers Name 


Show Committee 


Detroit, Mico.—At a recent meet- 
ing of Michigan Shoe Travelers Club, 
Bruce W. Dickman, president of the 
club; Clarence Armbruster, of Marks 
Shoe Company, and Herman Meyer, 
manufacturers’ representative, were 
appointed co-chairmen, to make ar- 
rangements for the annual Shoe Fair 
to be held at the Hotel Statler, Detroit, 
in January. 

The December and January Style 
Showings have been dispensed with in 
order to concentrate all activities on 
the Fair. 













Billy Hootkins Recovers 
From Long Illness 


Cuicaco, Itt.—Billy Hootkins, who 
represents the Freeman Shoe Corpora- 
tion down in Texas and Oklahoma, was 
in Chicago for the last two weeks, also 
making a side trip to the factory in 
Beloit. He is much improved in health 
after his long illness. 

Mr. Hootkins’ period of service with 
Freeman goes back to the beginning of 
the company and its organization 16 
years ago. During his enforced inac- 
tivity he has been assisted by Mr. Neu- 
hoeffer. Bill’s many friends will be 
glad to know that he is staging an ex- 
cellent come-back to good health. 





L. V. Marks & Sons 
Enlarge Factory 


CINCINNATI, OHI0—The L. V. Marks 
& Sons Co. are enlarging their Augusta, 
Ky., factory to bring the capacity up 
to 3600 pairs a day. They also operate 
a plant at Vanceburg, Ky., which pro- 
duces 4800 pairs a day. 

The plants are operating daily with 
little or no slackening of the pace s:t, 
and expect to keep going at the pres«nt 
pace between seasons. 

The L. V. Marks & Sons Co. have just 
closed the biggest six months’ business 
in their 40 years of manufacturing 
shoes. 
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Dunn & McCarthy Salesmen 
View New Spring Line 

AUBURN, N. Y.—At the recent con- 
vention of the salesmen of Dunn & Mc- 
Carthy, Inc., in Auburn, the new Spring 
line of Enna Jettick shoes was intro- 
duced to an enthusiastic audience com- 
posed of officers and salesmen of the 
company, and representatives of their 
advertising agency. 

All of the salesmen were present at 
the two-day convention. The 1940 line 
is the most complete assemblage of 
styles and patterns that has ever left 
the factory. This season there is par- 
ticular emphasis on smart, youthful 
“high” styles, but the always popular 
“staples” are also well represented. 
The salesmen felt that this well-bal- 
anced line offered a bright outlook for 
Spring business. 

Another encouraging outlook for 
Spring business is the fact that the 
Enna Jettick line will still maintain 
its same price and quality. Just how 
long prices will remain at this level, 
Buford H. Jones, president of the com- 
pany, was unable to forecast. In an 
earlier message to salesmen he made it 
clear that while no price increase was 
slated for the immediate future, the 
rising cost of upper leather, sole leather 
and other things used in shoes, might 
eventually necessitate higher prices. 

Mr. Jones paid tribute to the memory 
of John M. Hartman, former salesman 
who had passed away since the last 
convention; and the entire assemblage 
remained standing for a few minutes, 
in silence, as a mark of respect. 

Robert P. Jones, Michigan salesman, 
was presented with a Loyal Service pin 
for his record of ten years with the 
organization. 

Another honor was accorded Jack 
Gorman, former salesman in charge of 
the Boston office, who is now assistant 
to the president. 

Officers present at the convention in- 
cluded: Buford H. Jones, president; 
John Gorman, assistant to the presi- 
dent; William M. Emerson, vice-presi- 
dent; John J. Lane, advertising man- 
ager; E. P. Flynn, manager of stock 
department, C. Hennessy, credit man- 
ager, and Thomas S. Tallman, auditor. 

Salesmen present were: T. E. Arnold, 
Art W. Beeson, Sam A. Beeson, Nat 
Berry, R. B. Bokemeier, S. E. Boozer, 
E. H. Cushing, R. F. Drew, A. J. Dunn, 
Harold Flynn, R. R. Forgette, Chas. 
Foukal, A. C. Haeffner, J. C. Hersome, 
Harry J. Husk, Lawrence M. Jones, 
Robert P. Jones, J. H. McGee, Hugh 
McKnight, B. McWhirter, C. A. More, 
0. J. Paden, M. H. Parsons, D. S. Pi- 
sani, P. M. Prosser, A. W. Schroeder 
and C. W. Sheldon. 


Promoted to Manager 


La Fayette, Inp.—Edward P. Sipe- 
tek, formerly of LaPorte, Ind., has. re- 
cently been promoted to manager of 
the shoe department of the Palais 
Royal, women’s style shop, 415-17-19 
Main Street, this city. 





Dates to Remember 


Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, IIl. 

November 27, 28, 1939 


Volume Shoe Mahufacturers Spring 
Opening, Hotels New Yorker and 
Pennsylvania, New York City. 

December 3, 4, 5, 6, 1939 


National Shoe Fair, Hotel Stevens, 
Jan. 2 to 5, 1940 


Annual Convention National Shoe 
Travelers Association, Morrison 
Hotel, Chicago, Ill...January 5, 6, 1940 


Charlotte Shoe Show, Hotels Charlotte 
and Selwyn, Charlotte, N. C. 
Jan. 7, 8, 9, 1940 


25th Annual Convention and Exposi- 
tion, Northwestern Shoe Retailers 
Association, Hotel Radisson, Minne- 
apolis, Minn. ...... January 7, 8, 9, 1940 


Annual Michigan Shoe Fair, Michigan 
Retail Shoe Dealers and Michigan 
Shoe Travelers Association, Hotel 
Statler, Detroit, Mich. 

January 7, 8, 9, 1940 


Annual Convention Texas-Oklahoma 
Shoe Retailers Association, Texas 
Hotel, Fort Worth, Texas. 

January 8, 9, 10, 1940 


Annual Convention Southwestern Shoe 
Travelers Association, Hotel Adol- 
phus, Dallas, Texas. 

January 7, 8, 9, 10, 1940 


26th Annual Convention Middle At- 
lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadel- 
ST, cecces January 21, 22, 23, 1940 


Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3, 4, 5, 1940 





Harry B. Teets 


DENveR, CoLo.—Harry B. Teets, 
buyer of shoes at the Denver Dry 
Goods Co., where he had been employed 
for 17 years, died in St. Luke’s Hospi- 
tal following an appendectomy, on Sun 
day, November 5, 

Mr. Teets was born on Nov. 22, 1889, 
in Danville, Ky., and came to Denver 
in 1912, where he had resided ever 
since. His home was at 1234 S. Wil- 
liams Street. 

Mr. Teets first began work as a shoe 
clerk, later becoming assistant buyer 
and then buyer, a position he had held 
for over ten years. 

Although Mr. Teets was a graduate 
of the University Law School and had 
passed the bar, he never took up the 
practice of law. 

He was a Mason, a member of the 
Civitan Club, Sigma Alpha Epsilom 
Fraternity and Washington Park 
Church. 

Surviving him are his widow, a son, 
John, of Worthington, Minn., and a 
daughter, Virginia, of Denver. 

Interment was in Fairmount Ceme- 
tery on November 8. 
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now's BUSINESS? 


BY CHARLES HENRY BROWN 
I'VE BEEN BUYING SHOES ACROSS 
THE STREET AND THEY DON'T FIT. 
MY FRIENDS TELL ME ILL GET 
FITTED CORRECTLY HERE, SO 
1CAME TO YOU FOR MY 




















I'M MEASURING YOUR FEET WITH 
THE “T“ SQUARE FOOT MEASURE. 
ITS THE ONLY WAY TO GET YOUR. 
CORRECT SIZE. RELIABLE MERCHANTS 
EVERYWHERE USE IT. AND 
WHEN ISELL YOU SHOES, 
BOTH YOU AND | WILL KNOW, 


WHATS 
THAT? 











xTERS 


MR.RETAILER, I'VE BEEN ) 

















“T" Square Foot Measures give you 

accurate foot sizes. Will bring many 

new cus'omers to your store. They're 

worth their weight in gold! Write 

for details or send $8.50 for the “T" 
Square Measure. 


CHARLES HENRY BROWN & SON, INC. 


47 West 34°h St., New York City 
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Anderson Shoe Store Has New Home 





The interior of the new Austin P. Anderson store is departmentalized 
with the women’s section to the left, the men’s on the right and children’s 
department at the rear. 


INDIANA, Pa.—Fifteen years of prog- 
ress and business expansion were 
marked with the recent opening in 
Indiana, Pa., of the new Austin P. An- 
derson Shoe Store in the recently com- 
pleted Mack Building on Philadelphia 
Street. 

The new store has a main floor of 
one hundred feet by twenty feet, which, 
with the large basement store, more 
than doubles the space of the recently 
vacated store room. 

Attractive windows with modern 
backgrounds and lighting effects are a 
feature of the new store. On the in- 
terior, ivory walls and floors in red 
and ivory give a cheery atmosphere. 
The chairs and stools are varied in 
black, red, and ivory leather with 
chrome trim, and modernistic carpet 
with a red background is placed in the 
two main aisles. A red and chrome 
settee stands near the main entrance 
and, nearby, a lighted sign points to 
the stairway leading to the basement 
store. 

All the stock is placed within easy 


reach of the clerks, and in the middle 
of the main floor is the x-ray machine 
which has been of great value for the 
past year in the correct fitting of shoes. 

Sixteen hanging fixtures give an even 
light to every corner of the store, and 
each department is plainly marked 
Women’s—Men’s—Boy’s and Children’s. 
Besides the shoe departments, the 
hosiery and ladies’ bags are nicely dis- 
played in modern cases. 

The office at the rear is well-lighted 
by five windows and a sky-light. 

When Mr. Anderson started in busi- 
ness in 1924 the stock consisted mainly 
of higher priced shoes, but with the 
opening of the larger store the price 
range has been enlarged to include 
shoes from $1.98 to $10 to meet the 
demand of all customers. 

The brightly-lighted basement store 
equipped similarly to the main store is 
stocked with less-expensive grades of 
shoes as well as rubbers and galoshes. 

The personnel of the store consists 
of six regular clerks, with four part- 
time clerks on duty during rush periods. 





Governor Guest Speaker 


At Boston Shoe Club 

Boston, Mass.—The opening dinner- 
meeting of the 51st season of the Boston 
Boot and Shoe Club, held on Wednes- 
day, November 15, at the State Suite 
in the Copley Plaza Hotel, Boston, had 
as guest speaker the Hon. Leverett H. 
Saltonstall, Governor of Massachusetts, 
who spoke on “State Government.” The 
president of the club, Francis B. Mas- 
terson, prominent Boston shoe whole- 
saler, presided at this meeting and 
served as toastmaster. 

A gala program was planned for this 
meeting, and members and guests en- 
joyed a most pleasureable evening. A 
reception and cocktail hour was held at 
six in the evening, and a steak dinner 
was served at 6:30 P. M. 


Celebrates Reopening 


La Crosse, Wis.—The Big Shoe 
Store, here, recently observed the 
grand opening of its newly enlarged 
store by offering free toys to the young- 
sters and flowers for the ladies. 





Celebrates 91st Birthday 


Lake Mirus, Wis.—John Zeidler, 
veteran shoemaker, observed his 91st 
birthday, here, recently. Learning the 
trade at the age of 15, he was closely 
associated with it until his retirement 
in 19382. 

Before going into business for him- 
self, Mr. Zeidler was employed by the 
Copeland-Ryder Shoe Co., Jefferson, 
Wis., for a number of years, and also 
worked for the Wolf Shoe Co., here, 
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York Shoe Retailers 
Discuss Prices 


York, Pa.—Carl Waltman, manufac- 
turers’ agent, telling of increasing 
costs in the manufacture of shoes, 
started a general discussion of costs 
and prices at the monthly meeting of 
the York Shoe Retailers’ Association, 
held as the guests of Edward Reineberg 
in his shoe store. The local shoe mer- 
chants were almost unanimous in pre- 
dicting a rise in prices for 1940, point- 
ing out that today the merchants have 
absorbed the increased costs, to keep 
the prices at the same level, and may 
have to increase the retail price by 
Spring. 

The association made plans at the 
meeting to sponsor an essay contest on 
the theme “How Best to Serve the 
Public,” among the employees of the 
member stores. Three cash prizes will 
be awarded for the best essays. The 
association also made tentative plans 
for its annual get-together meeting, at 
whith all the employees will be the 
guests of the merchants at a dinner. 
The association hopes to secure some 
nationally known speaker for the occa- 
sion. 





Macdonald with 
Herbst Shoe Co. 


Boston, Mass.—Norman Macdonald, 
who formerly carried the C. V. Watson 
line in the South, has arranged to 
stick near home from now on and is to 
carry on as the New England sales 
representative of the Herbst Shoe Com- 
pany of Milwaukee, Wisconsin, makers 
of “The Tom Boy” and “Child Life” 
shoes for children, boys, infants, misses, 
and growing girls. 

Norman, with his following in the 
trade and his experience in the juvenile 
field is especially well equipped to han- 
dle this line. He will keep in daily con- 
tact with his office at 83 Lincoln Street, 
Boston, where he will have on exhibition 
a complete line of all shoes made up and 
carried in stock. 


Kimless Does It Again 


New York — Barney Kimless, New 
York representative of the Carmo Shoe 
Mfg. Co., Carthage, Mo., has for the 
third consecutive season rolled up a 
sales record for his company that has 
put him in the lead among the firm’s 
sales staff. 

Comes to mind the question, where’s 
it going to end? Meanwhile, congratu- 
lations Barney, and maybe you'll set a 
new record for making records. 





Leaves for Coast 
With New Line 


Detroit, Micu.—Jerry Bennett, for- 
merly with the Bond Shoe Company, 
later taking over the Crescent line, left, 
recently, to become representative of 
the Bond Shoe Company in California. 
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BOSS OR NO BOSS” 
youre ‘way off base! 


Why, William! What's come over you? 
Only this, Chief. When you first hired me as Ad Manager, business papers were the 
backbone of our advertising. But as we've grown bigger you've chiseled heck out of 
our business paper schedules. Yet you expect me to make the whole job effective at 
the point of sale. 


But, my boy, our consumer advertising reaches millions. 
We reach everybody, including dealers and buyers. 


Oh, yeah? Say, listen. If our consumer ads reach 11 million people, and that’s only 
10% of the nation’s literate population, how in blazes do you figure we reach 100% 
of our dealers and industrial buyers? 


Well, of course .... 
And besides, even if we do make some direct hits here and there. how do you figure 
that’s the same as talking to our prospects in terms of their own livelihood, through the 
business papers that talk their language? 


Perhaps you’re.... 
Now you're talking, Chief! Let’s take another look at this list you just tried to ampu- 
tate . . . Boot and Shoe Recorder, for instance. Our prospects depend on it for helpful 
suggestions about their business . . . for the advice of editors in whom they have confi- 
dence. Our prospects subscribe to Boot and Shoe Recorder—not to be entertained, but 
to make more dough! What a chance that gives us. Get it? 


William, I guess I was right when I hired you because 
of your red hair. Use all the business papers we profit- 
ably can. And make sure they’re all like Boot and 


Shoe Recorder. 
BOOT AND SHOE RECORDER 
ny ae ablbhing —_—- @ 4 LOOK FOR THE TWO HALLMARKS OF KNOWN VALUE p> cana — ee 
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Carton Labels 
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Bowling Shoes 








PROFESSIONAL 
BOWLING SHOES 








Slippers 








TURN SLIPPERS IN-STOCK 
FOSTER TRAVELER 
Ne. 13 TAN—BLUE 
—BURGUNDY — 
BLACK. 
Zipper case. 
Men's 6 to 12 
Women’s 3 
$1.65 
Send for 


catalog. 
WILBUR K. FOSTER, Haverhill, Mass. 
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FINE HAND TURN D’ORSAY PUMPS 


Biack Patent — $3.60 
Black Calf — $3.70 





Detachable Gres- 

oS Ss 

r ¢ extra 
6/10, 5/30 10/8 Cuban Heel 


HOECK SHOES, INC. 
Since 1910 Hend Turn Shoes 
910 W. Jackson Bivd. Chieage, fll. 

















Joins Rau & Co. as Buyer 


Cuicaco, ItL.—George Bernstein, 
formerly assistant shoe buyer in the 
basement shoe section at Mandel Broth- 
ers Department Store has _ recently 
been made shoe buyer for Rau & Com- 
pany in Chicago Heights, Ill. 


Millerites Hold Annual 
Dinner-Dance 


New YorK—The 22nd annual dinner- 
dance of the Millerites, the benevolent 
and social organization of the employees 
of I. Miller & Sons, Inc., of greater New 
York, was held in the Grand Ballroom 
of the Hotel Commodore, on Saturday 
evening, November 11. 

About 1200 people were present to 
enjoy the evening and everyone had a 
most enjoyable time. 

Ben Nelson furnished the music for 
the dancing and the elaborate enter- 
tainment program included such well 
known stars as Benny Fields, Willie 
Howard, the Radio Rogues, Abbott & 
Costello and Moore and Revel. 

A novel and attractive book was 
worked out for the affair which con- 
tained many humorous illustrations 
patterned after old lithos with heads 
of various men of the company super- 
imposed on the figures. 

Honored guests included Police Com- 
missioner Lewis J. Valentine and James 
J. Lyons, president of the Borough of 
the Bronx. Officers of I. Miller & Sons 
present included George Miller, presi- 
dent; Michael Miller, vice-president; 
Maurice Miller, treasurer, and Irving 
Miller, secretary. 


Retailers Join in “White for 
Safety” Campaign 

SEATTLE, WaASH.—Four out of every 
five Seattle pedestrian traffic fatalaties 
occur after dark. The most common 
reason for these deaths is the failure 
of the death-car driver to see the vic- 
tim until too late. 

To combat this danger in darkness, 
the Seattle police department and the 
Seattle Traffic and Safety Council have 
cooperated the past two years with the 
Seattle office of the U. S. Rubber Prod- 
ucts, Inc., in sponsoring a “White for 
Safety” campaign. 

Seattle shoe dealers have participated 
actively in the campaign. Seattle is 
thought to be the first city to make 
the “White for Safety” campaign a 
civic project, though it has been car- 
ried on to a limited extent in other com- 
munities, chiefly on the Pacific coast. 

By window displays and promotions 
stunts carried on inside the store, shoe 
dealers have been able to heighten pub- 
lic interest in rubber footwear. 

The principal window displays used 
are variations on a frosted glass win- 
dow with either white or black and 
white rain clothes showing through. 
This shows how easily white is seen in 
rain and fog while dark clothes are 
nearly invisible. 

Cutouts of boys and girls with “stop” 
and “go” signs, wearing white rain 
apparel, are one type of interior dis- 
play. A newsreel trailer was used once. 

It has been found that complete rain 
outfits displayed in both shoe and 
ready-to-wear departments draw peo- 
ple from one department to another. 

This is the first time clothing-shoe 
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Mrs. Day’s “IDEAL” 


These are little shoes, but they carry 
the biggest name in the baby shoe 
business — "Mrs. Day's Ideal.” The 
reputation of this name is known to 
mothers of two generations and is 
@ prime asset to the many fer- 
sighted children's shoe retailers whe 
use Ideal Flexible Hard soles (3-8) 
as their juvenile foundation line. 


MRS. DAY’S 
IDEAL BABY 













coordination has worked out so well, 
according to Miss Lillian Bell, sales 
division manager for the Pacific Coast 
division of the U. S. Rubber firm. 

“Besides increasing adult interest in 
rubber footwear and coordinating sales 
of shoes and ready-to-wear, the cam- 
paign has made children want to wear 
galoshes,” said a children’s footwear 
dealer. 

Concrete results of the “White for 
Safety” campaign are seen in two 
fields: increased sales of white rubber 
footwear, and decreased traffic fatali- 
ties. 

U. S. Rubber Co. figures show that 
half the galoshes sold in Seattle are 
white. The same percentage holds all 
along the Pacific coast. An even higher 
percentage of white sales, 75 per cent, 
for children, was reported by Mr. Fred 
Martin, from the juvenile department 
of Rhodes. Equal sales of white coats 
are reported, one shoe store having sold 
approximately 300 since September 1. 

Pedestrian traffic fatalities for Sep- 
tember-October, 1938, when the “White 
for Safety” campaign was started, 
numbered seven, with six of these being 
after-dark accidents. 

For the same period in 1937, with no 
such campaign, there were 15 pe- 
destrian traffic deaths, 14 occurring 
after dark. So far this year, there 
have been 35 per cent fewer traffic 
deaths than in the first eight months of 
1938, according to Harry E. McDonald, 
salesman for U. S. Rubber in Seattle. 
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A WARNING TO RETAILERS 


We wish to make a statement of fact regarding 
a recent change in heel styling. 


Recently there has been a definite trend toward greater use of high 
Cuban heels. As both manufacturers and retailers know from past 
experience such heels, because of short seats, have a dangerous tendency 
to kick under and pull away at the back of the heel seat. This means 
a costly increase in customer returns, complaints and dissatisfaction. 








Manufacturers of better grade shoes try, and partially succeed in 
guarding against this danger by the use of better shanks and tuck-pieces 
in the heel seat. Yet, even after the additional expense of employing 
these improvements in construction, there is no guarantee that the danger 
will be eliminated. And on inexpensive shoes, where low cost prevents 


careful shoemaking, the danger is very great. 


When a ‘Cuban’ or straight-front effect is wanted _BREASTLOCK 
HEELS alone eliminate this danger. These scientifically designed heels 
increase the bearing surface or seat length and thus prevent ‘kicking-under’. 


Don’t take any unnecessary chances. 
Specify SAFE Breastlock Heels on the 
mext shoes you buy. 


Reg. U.S: Pat. Off. 


F.W. MEARS HEEL COMPANY. Ine. 


icteric ct Anbarn, 0. ¥. Columibes, Gio Conway, N. H. Lawrenes;-Mass. %1. Louis, Me. 
Affiliated: DOMINION WOOD HEEL CO., Montreal and Quebec, Canada 
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Lounge Abouts 


Ll a a ech ee eal eile ll 





term 





IN-STOCK 


“LOUNGE ABOUTS” — 
shoes with slipper comfort 
Dress’ Elk Zipper. 
Beige trim. . 

sole 
and insole. 
a 
nstruction. 
6/12. ‘ — 
B1i101. Boys’ . 1/5%. $i-<s- 
1102. Men's’ White . . 6/12. $1.45. 
1104, Men's Black . . 6/12. $1.45. 
1301. Men's Tan 
Dress Elk, 






1302, Men's 
Black Elk, 
Black Patent 





ten Ne. 1301 

Strap Ses. $1.45. 
Men's a Black Patent In- 

step Strap . a yit 1.45. 


Terms: 2/10 4/30 F.0.B. N. Y. 
SERVICE BOOT & LEGGING CO., INC. 
120 East 16th Street, N. Y. C. 
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“CAN INNERSOLES 
BUILD GOOD an 





INNERSOLES - COUNTERS - WELTING 
EDGAR S. KIEFER TANNING CO. 


Soles: Chicago, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 








Walker Store Reorganized 

Derroir, MicH.—Walker Shoe Com- 
pany has been organized with Levi H. 
Walker, Harry E. Walker and Lillian 
Walker as proprietors. Store is located 
at 17210 Lasher Road, Detroit. 


Come On, Christmas! 
[CONTINUED FROM PAGE 19] 


ture illustration from the newspaper’s 
mat service, taking both proofs and 
mats, so that some one else cannot dup- 
licate the illustration by mistake; 
choose one that can be copied by your 
sign man for window and in-store use. 
Then determine the style of layout you 
think is good, varying it as required, 
but keeping the tie-up of similarity, as 
well as illustration. Throughout these 
articles, TIE-UP and CONTINUITY 
have been stressed; you'll find it to be 
unfailing practice among the best re- 
tail advertisers, for experience has 
proved their value. 

In the layouts suggested here, we 
assume that no special art-work is 
available, and endeavor to do those 
things that are practical for every 
average store in the average town, ex- 
cept for one layout that shows the 
adaptation of the shield design for in- 
store decoration that appeared in the 
article “Store decoration and merchan- 
dise display.” Notice that the Santa 
head is used in each ad to emphasize 
“tie-up”. Any appropriate design 
might be used instead—but be sure 
that it is used throughout all parts of 
the campaign. Give attention to the 
sketches to appreciate how much variety 
there can be in ads, while holding to 
the main theme. 


Headlines That Speak Out 


Use headlines that say something 
interesting. After the layout and illus- 
trations have gained attention, it’s up 
to the headline to hold it, and encour- 
age further reading. Then see to it 
that the descriptive copy tells the 
reader about the merchandise items. 
While you may not want to make the 
copy long in a newspaper ad, it may 
be a good idea to read the copy for 
similar items in a good mail-order cata- 
log; they let readers know what is 
what. In planning the program, select 
your most popular items, and the most 
popular prices to feature. Your ads 
are supposed to make people feel that 
it is to their advantage to come to your 
store, yet sometimes there’s a tendency 
to advertise what you want to sell, 
rather than what the customers want 
to buy. It is better at Christmas time 
to put such merchandise out on display 
and let the ads emphasize “we have 
what YOU want when YOU want it.” 

Last year, a national magazine wrote 
up the story of a survey made by Kauf- 
man’s of Pittsburgh to determine gift 
preferences; perhaps you saw and 
profited by it. Men DEFINITELY like 
shoes ($5 to $10) for gifts. At $1 to 
$2.50, shoe trees and slippers are popu- 
lar. Under $1, hose and handkerchiefs 
lead for men and women. Hosiery also 
popular with women in $1 to $2.50 
class (object to off-shades and wrong 
sizes); $2.50 to $10 range emphasizes 
bags, especially the better ones. Slip- 
pers, fancy mules liked in better 
grades. The revolt against useless gifts 
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PARTY SHOES 


A glamorous favorite that will cling 
to dancing feet 


ns 
Gla mour 


IN STOCK 














B1070 Gold a a Braid — Genuine Gold 
Kid Hee 2.40 


B1072 Silver RE; Braid — Genuine Sil- 
PE Bee Se Wincdubedcddediceci 2.10 
21/8 Louis Heel 
AA and B Widths 


B1071 on Ee paste Braid — Genuine Gold 


ver Kia PTTTTT TTT TT TTT TTT 2.10 
12/8 Low Heel 
AA and B Widths 


_Note: The ankle cross bands are elas- 
ticised. 
WRITE TODAY FOR OUR CATALOG 


ANNAHSON 


HAVERHILL, MASS. 








gains regularly. All of which goes to 
prove that SHOE STORES ARE GIFT 
STORES, and if you fail to get a good- 
ly share of the Christmas business on 
the popular items that you carry, it 
may be wise to pay a lot of attention 
to your ads and windows and in-store 
displays because YOU CAN BE SURE 
THAT MANY PEOPLE ARE GOING 
TO BUY SUCH GIFTS SOME- 
WHERE THIS CHRISTMAS. 


HEADINGS FOR THE HOLIDA¥S 
(StorE NAME’S) GUIDE TO GRACIOUS 
GIVING. 


(Store Name’s) guide to gracious giv- 
ing. 

By these presents, be known as a 
thoughful giver. 

Necessities become niceties at (store 
name). 

Get your man—but get him what he 
likes. 

Busy executives—let us send you our 
Hosiery Gift Selector. 

The gifts to give are the gifts you'd 
like to get. 


Frilly slippers, scintillating sandals, 


dashing tailored mules. 

Every woman will welcome gay new 
slippers. 

Choosing one more gift NOW, means 
worrying LESS later. 

Take the IF out of gIFts for men. 

Christmas gift list for smart and early 
shoppers. 
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“Names of Last-ing Fame” 


Ten Brands Featured in Better Shoes Sec- 
tion of Brooklyn Store 
66JTEN Names of Last-ing Fame” is the legend of the 


scroll decorating the central wall of the Better Shoes 
department for women on the third floor, west, of 





Abraham & Straus, Brooklyn. And the phrase, as we | 


discovered after talking with Royal C. Weith, the 
buyer, is more than an advertising whim, for the de- 
partment really is built around ten brands. Of these 
five are famed through national advertising; the other 
five are names created by this department for shoes 
which it is “building up.” 

“We have lasts and fashions for every foot, every 
personality and every occasion under one roof,” says 
Mr. Weith who has been developing a specialized fitting 
service for this Brooklyn store during the last four- 
teen years. 

Although the ten lines are divided into a style and 
a corrective group, the latter also emphasizes certain 
fashion features. This fact has made the department 


popular with the woman who must consider practical | 


and orthopedic elements in fitting her feet. The salon 
is known as the better shoes department, but since the 
price range is from $6.75 to $14.75 it is possible to 
find shoes within the limits of almost any pocketbook. 

Typical of the first group, for example, is the I. Mil- 


ler, a high fashion shoe, while the A. & S. Foot Free- | 


dom, which is designed for comfort, represents the 


second. The five famous names featured by the depart- | 
ment include Barbara Lee, Red Cross, I. Miller, Rhythm | 


Step and Matrix. Illustrating the completeness of the 
stock is the fact that the first mentioned shoe is carried 
in ten different lasts and in twenty-five styles, while 
the second is shown in eight lasts and sixty styles. 

In a department which is based on the principle of 
shoes for the individual, it is not surprising to find 
that ability to fit shoes is a fundamental requirement 
of the sales staff. “Our people have had schooling by 
an expert fitter, and also practical experience in fit- 
ting,” says Mr. Weith. 

In cases where a customer has difficult feet, the sales 
person, however, calls in the fitter. It happens that the 
assistant buyer, who came to the department originally 
to train the salespeople, is the expert who, in this in- 
stance, passes final judgment as to the shoes for diffi- 
cult feet. 

The great variety of lasts carried, of course, makes 
it possible to live up to the objective of the department, 
namely, “shoes correctly and scientifically fitted.” 
Nevertheless, the personality of the customer is never 
overlooked. So even in the corrective shoes, the style 
feature has been superimposed, as it were, on the last. 
The result has been that the women who must consider 
comfort and utility are satisfied and come back again 
and again. 

[TURN TO PAGE 49, PLEASE] 





Let This 
ESQUIRE Ad 
Work 
for YOU 


Here’s Real Merchandising Punch— 
the ONLY 100% Nail-less, 100% 
Cushioned, 100% Goodyear-Stitched 
Shoe in America—Made to Retail at 
$5, $6, $7 and $8. All ROHN NU- 
MATIC features are BUILT INTO 
each shoe—and are protected by 
United States and Canadian pat- 
ents. Nationally Advertised and 
Backed by Powerful Sales Pro- 
ducing Dealer Helps of Every 
Type. Serviced by an Unusually 
Efficient In Stock Department. 
Here’s Your Opportunity to 
Make REAL Money in Your 
Men’s Department. Write us 
Today for More Complete 
Information on the ROHN 
NU-MATIC Line and the 

ROHN Franchise. 


paver cate 
ey one neo”? 


ROHN SHOE MANUFACTURING CO. 
$12 FLORIDA STREET, MILWAUKEE, WIS 
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COLT a7, 
The Market Is Calling 


all buyers—wanting the latest and best—tested by 
comparison. 
No other shoe center gives to buyers the chance for 
a choice obtainable in the Marbridge Building. 
When in New York—be neighborly—a welcome 
awaite you on every floor. 
D. S. MACDONALD, Mgr. 


47 WEST 34th ST. 
Also 1328 Broadway 
NEW YORK 

















Women's Shoes 


The patented Throet Opere 
IN-STOCK - ALL LEATHERS 


ao slipping 0° 
ao gaping = 
— ae “biling” oe 


special pump lasts. 
Widths AAAA-C. 


Sizes 1-10. 
Send for In Stock Folder. 


M. J. SAKS SHOE CORP. 


$2.35 


162 Duane $#. New York City 





Work Shoes 








STEEL TOE 


















Dancing Shoes and Taps 
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PLEXIBLE TAP DANCING SHOES 


ifieal 


IN-STOCK 






Women’s AA-4'2/9 ........ $i 
- A-B-C /9 { 


se 
Caltarcers BG ON cc. tas 


Prices subject to change 








Opens West Coast Sales Rooms 


Los ANGELES, CALIF.— Permanent 
sample rooms have been taken at The 
Hotel Lankershim by G. Forde Johnson, 
West Coast representative for both the 
Edwin Clapp & Son and the M. A. 
Packard lines of men’s shoes. 


The Health Shoe Merchant 
And His Function 


[CONTINUED FROM PAGE 27] 


tigators see the need for certain types 
of shoe constructions, others are con- 
cerned especially with wedges, bars and 
lifts and various types of paddings. 

For instance, Drs. C. C. Chang and 
L. J. Miltner, in their discussion of 
“Periostitis of the Os Calcis” appearing 
in the Journal of Bone & Joint Sur- 
gery for April, 1934, say, “Owing to 
constant attempts to shift the body 
weight away from the painful heel, the 
normal body mechanics may be dis- 
turbed so that metatarsalgia, pain in 
the ankles, knees and lower back fre- 
quently are associated symptoms.” They 
advise rigid shank shoes, “to prevent 
lowering of the long arches,” special 
heels and built-in corrections to suit the 
individual case. Further, “since many 
of the cases of painful heel are asso- 
ciated with flat feet, it is very impor- 
tant to institute the proper treatment 
for this condition. In a high percent- 
age of cases, shoe corrections, properly 
applied, will afford partial relief of 
pain for an indefinite period of time so 
that mobilization by means of casts is 
necessary in only a few persistent 
cases,” 


Use of Heel Pads 


These same authors describe the use 
of a sponge rubber heel pad, cut thin 
in the center. This is a device with 
which a great many shoe men are 
familiar. 

In this same issue of The Journal of 
Bone & Joint Surgery, Dr. Edward N. 
Need discusses the problem of whether 
it is not better to wedge the heel be- 
tween the heel and the counter rather 
than on the bottom of the heel, between 
the top-lift and the heel proper. 

The Mayo Clinic offers a tip regard- 
ing heel pains in a paper, “Calcaneal 
Apophysitis,” appearing in the Journal 
of the American Medical Association 
for May 19, 1984. Drs. Meyerding and 
Stuck suggest elevating the heel of the 
shoe as the most important part of the 
treatment for this condition. 

Dr. Rex L. Diveley wrote in the same 
Journal for November 17, 1934, (“Foot 
Imbalance”), “After the type and needs 
of the particular foot under examina- 
tion have been decided upon, the first 
step towards correction is the ordering 
of the proper shoe, since this is the 
foundation on which correct balancing 
measures must be built.” His article 
described a number of wedgings and 
paddings similar to those with which 
most shoe men are familiar. 

Again, the question arises—What is 
the proper shoe for the particular foot? 
Most authoritative sources agree on a 
broad, rigid shank and a long inside 
counter. However, who is to decide on 
the exact last and the size? Obviously 
the doctor cannot dictate these since 
even the most expert shoe-fitter finds 
that he cannot always tell this without 
trying on the shoes—and then he may 
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be wrong in some cases. What chance, 
then, has the doctor of predicting cor- 
rectly the length, width, last and hee! 
height which will fit his patient best. It 
is purely and simply a matter of the 
shoe-fitter’s responsibility. Once in a 
great while we find a doctor who pre- 
sumes to dictate size and in those cases 
it becomes a matter of insisting that he 
accept the responsibility for the patient’s 
satisfaction with the fit. 

Among the authorities, we find Dr. 
Philip Lewin, orthopaedic surgeon of 
Chicago, writing in Hygeia, “ (‘What 
About Your Child’s Feet’ — October 
1935) that the proper shoe for children 
possesses, “a straight inner border line, 
a round toe, correct width of shank, a 
rigid or semi-rigid shank, a heel of 
moderate height and a snug waist.” 

Dr. Z. B. Adams, famed orthopedist 
of Boston, wrote an article called “Shoe- 
ing” for the Medical Journal and 
Record for January 21, 1925, in which 
he insisted on a rigid shank. He is 
joined by Dr. C. C. Parks in the “Medi- 
cal Record” for February 6, 1935, and 
by Dr. Rutherford L. John, in his 
article “Foot Strain and the General 
Practitioner,” published in the Surgical 
Clinics of North America for Febru- 
ary, 1935. 

With all this, there still remain a 
few who speak of “flexible shanks and 
exercise, rigid shanks and atrophy.” 

[TURN TO PAGE 47, PLEASE] 
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-Manfield 


OF NORTHAMPTON, ENGLAND 


A POPULAR 
FIELD BOOT 


ENGLAND 
AND HAVING ALL THE 
CHARACTER AND EX- 
CELLENCE TO BE SE- 
CURED BY MASTER 
CRAFTSMEN WORKING 
ON BEST MATERIALS 


IN STOCK 
AT OUR AMERICAN 
HEADQUARTERS 


MANFIELD & SONS 


325 ARCH STREET 





Merchandise Dramatized 
In Current Windows 


[CONTINUED FROM PAGE 21] 


was the theme, for evening slippers 
and evening accessories. Against a light, 
neutral background was centered a 
large reproduction of a Goya painting 
—a woman in black, with accents of 
red. A gold-colored ceiling and golden 
draperies from the painting in the cen- 
ter led to either side of the window, 
caught here and there with a red 
flower, and a drapery of black lace. 
Two models seated at the left were clad 
in satin evening gowns carrying out 
background colors in the painting—one 
in sapphire blue, the other in olive 
green. Both wore Goya Red evening 
slippers, and, on the mirrored flooring 
of the window, were evening slippers 
in this shade as well as evening acces- 
sories—gloves, bags, jewelry—all in 
the same brilliant color. What struck 
the eye first was the merchandise— 
partly because of its color, and partly 
also because of the window’s relative 
emptiness. Only a few pairs of shoes 
and a few appropriate accessories were 
shown, but they were sufficient. The 
mirror on the floor served to emphasize 
and dramatize the merchandise. 
Emphasis on the functions of the 
shoes was the important feature of the 
two Fifth Avenue Ansonia windows. 
One, devoted to evening slippers, fea- 


tured a huge inverted cornucopia in 
the center, from which deep blue, 
bright red and emerald green draperies 
fell in tiers. On the drapery were 
shown evening slippers of all types. At 
the sides were two smaller tiers, covered 
with black velvet, and used as back- 
ground for the shoes. Here the drapery 
was suited to the merchandise shown— 
bright colors and rich materials indi- 
cating the extravagance of the evening 
mood. The adjoining window, using the 
same theme—the cornucopia and drap- 
ery differed, however, in that the colors 
of the materials were duller, more 
suited for street wear, and the fabrics 
themselves were dress materials, wools, 
which were extremely effective with the 
street shoes displayed. Both of these 
windows anticipated Thanksgiving, us- 
ing the cornucopia as the symbol of 
plenty, with artificial fruits scattered 
here and there to enhance the effect. 

A dramatic window, featuring shoes 
for the occasion, was that used by J. & 
J. Slater. Called “Symphony in Flats,” 
the main prop was a piano keyboard, 
and shoes shown were low heel walking 
shoes. A rosy light was used to give 
the window color interest, since the 
background and flooring were of a 
neutral shade. 

Walk-Over’s men’s window was sim- 
ple but interesting. “Tackle the Winter 
in Genuine Sharkskin—the toughest of 
them all,” invited the sign, while a huge 
sharkskin on the wall, together with 
rope, tackle, and photographs of sharks 


in the process of being caught, lent 
authenticity to the display. Inciden- 
tally, the idea of showing a skin of the 
leather being featured in the window, 
particularly if it is an unusual leather, 
such as reptiles or sharkskin, was noted 
in several current displays. Saks Fifth 
Avenue did it with reptiles in a win- 
dow featuring their “Pathfinder Foot- 
wear”; Florsheim did it with alligator 
in a window of genuine alligator shoes 
at $8.75, and Walk-Over did it again 
in their women’s window. In this case, 
augmented by a small model of an 
alligator holding a ball of colored yarn 
which fell in skeins to the floor, a light, 
amusing touch was obtained. 

Dramatization was present in every 
window seen—in some more than others, 
of course—and that it seems to give 
conclusive evidence of the manner in 
which display men’s minds are work- 
ing, i. e., away from the extravagance 
of complicated props, far away from 
the window which is merely a thing of 
beauty, and closer to the window which 
carries a selling message. To say that 
windows are simple is to explain in 
words of one syllable an application of 
the psychological principle of the 
mind’s ability to concentrate only mo- 
mentarily on any object or any idea. 
To put your selling idea across in that 
moment it must be devised in a manner 
striking and easy to grasp—to avoid 
the confusion which results always from 
giving equal emphasis to more than one 
idea in a display. 
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Jack Santry with Juvenile 
In New York 


St. Louis, Mo.—Jack Santry, one of 
the industry’s star performers in the 
juvenile field, has recently become as- 
sociated with the Juvenile Shoe Cor- 
poration of St. Louis. His territory in- 
cludes New York State and New 
England. 


















Dr. Haines Shoes 
for Children 
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Frank Engel Celebrates 
Golden Anniversary 


LittLe FAutus, N. Y.—Frank Engel, 
president of the Little Falls Felt Shoe 
Co., slipper manufacturers, will cele- 
brate his golden wedding anniversary 
on November 24. Both Mr. and Mrs. 
Engel plan to spend a quiet day at home 
where, no doubt, they will receive con- 
gratulations from their many friends. 

Mr. Engel has been with the Little 
Falls Felt. Shoe Co. for the past 32 
years, starting as superintendent in the 
factory. Through successive steps he 
was treasurer of the company, vice- 
president and finally was elected to the 
presidency about three years ago. 

Our congratulations to Mr. and Mrs. 
Engel on this happy occasion and may 
we wish them many happy years to 
come. 




















JACK SANTRY 


Mr. Santry has a background of ex- 
perience in juvenile shoes covering on 
to 25 years. 

“The story of my shoe life,” says 
Jack, “includes 10 years with Ferris 
Shoe Company, Philadelphia; five years 
with the Juvenile Branch of United 
States Shoe Corporation, Cincinnati. 
The next stop was the Child Life fac- 
tory at Cedar Grove, Wis. (Wiswell- 
Santry); then seven years with J. Ed- 
wards & Company, Philadelphia. From 
there I went to the Walkin Shoe Com- 
pany of Schuylkill-Haven, Pa., working 
with Joe McBryan, and now at Juve- 
nile, I am happy to be again associated 
with him.” 


J. B. Hatton Heads 
New Leather Co. 


GRAND HAVEN, Micu.—Julian B. 
Hatton, formerly president of the 
Eagle-Ottowa Leather Co., here, until 
his resignation a short time ago, has 
organized a new leather company to be 
known as the Hatton Leather Company. 
The new company will finish leather 
for the upholstery trade, including fur- 
niture, automobiles, buses and air- 
planes. Leather for the new company 
will be purchased from contract tan- 
ners, to be tanned to specifications. 

At the start it is planned to give 
employment to 25 persons, which num- 
ber will be stepped up to 50, the ca- 
pacity number for the 18,000 square 
feet of space available in the new fac- 
tory. Other units are expected to be 
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added later for the finishing of fine 
luggage, handbag and fancy leathers. 

The new plant will be equipped with 
the most modern machinery to cost 
about $12,000 for this first unit. It is 
expected operations will begin in the 
new plant in about three months. 





Childs’ Ten-Year Club Meets 


HoLyoke, Mass.—Forty members of 
Childs’ Ten-Year Club of the Childs’ 
Shoe Store, were entertained by Ben- 
jamin W. Childs at a dinner-meeting 
held, recently, in Beckmann’s restau- 
rant. The guest speakers were Miss 
Rhea Nichols of New York City and 
Charles Walls of Rockland. 

Miss Nichols, promotion director of 
the Allied Kid Co., discussed the many 
phases of the leather industry and gave 
a preview of the styles and colors 
which will dominate the 1940 Spring 
season. 

Mr. Walls spoke on the effect the war 
situation has on the leather market and 
the sources of leather which are 
mostly abroad. 

A rising vote of thanks was given 
the speakers by the club, in which vot- 
ing is limited to those Childs’ employees 
who have given service for ten or more 
years. Thomas S. Childs and the entire 
Hartford organization were present. 





W. G. Hawley on Road 
For Geller 


New YorkK—William G. Hawley, 
manager of the Andrew Geller retail 
store on Fifth Avenue, here, for the 
past 10 years, has been appointed sales 
representative of the company, cover- 
ing New York, Pennsylvania and New 
England. 





H. E. Chrisfield Leaves 


Endicott-Johnson 


Enpicott, N. Y.—H. Edward Chris- 
field has resigned as second vice-presi- 
dent and director of Endicott-Johnson 
Corporation because of ill health. He 
has been associated with the shoe manu- 
facturing company since 1914 and has 
been a director since 1931 and in 
charge of general manufacturing in 
the Johnson City and Binghamton fac- 
tories. During the past year Mr 
Chrisfield has been connected with the 
sales department. 





Rex Chemical Co. Expands 


CHELSEA, Mass.—The Rex Chemical 
Company of this city has recently ex- 
panded its plant capacity to take care 
of the large increase in business which 
has been experienced during the last 
six months. The company, which form- 
erly imported Rexite, is now manufac- 
turing this sole leather waterproofing 
compound in its own plant. The com- 
pany’s offices, at 356 Eastern Avenue, 
Chelsea, also have been renovated. 
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New Children’s Department at Rich Store 


[CONTINUED FROM PAGE 15] 


“I could not resist them, so they are 
on the walls, as full panel murals,” 
Mr. Rich said. The stories depicted are 
Cinderella, Heidi, Huckleberry Finn, 
Alice in Wonderland, Pinocchio, and 
Robin Hood. The gay colors of the 
characters, who are drawn in a modi- 
fied modern manner, give warmth and 
color to the entire walls, and prove 
happy attractions to every child and 
every parent who enters the room. 

Kali-sten-iks shoes predominate as 
the most popular shoes sold and a full 
line of this type of shoe is on hand for 
all ages of children. Nothing else but 
children’s shoes are sold in the whole 
department. 

Mr. Rich heads the children’s de- 
partment as he has for 33 of the 35 
years that he has been in the business, 
and is assisted by four fitters, two 
women and two men, who have seen 
service varying from 5 to 14 years in 


Rich’s. The children’s fitters are Miss 
Rae Solomon, Mrs. Reba Crown, Rus- 
sell Hite, and Frank Rafterry. 

The formal invitation to visit the 
children’s department was extended 
through the local newspapers, and an- 
other invitation appeared in the cen- 
tral display window on the 10th Street 
side of the store, where a large invita- 
tion was flanked by figurines of school 
children and selected shoes for children. 

When one approaches Rich’s store, 
he sees an old building standing on one 
of the busiest corners in the city—a 
building that Rich has occupied for 40 
years. When one looks into the win- 
dows, he sees the most modern of dis- 
play methods applied. And when one 
enters the store, the height of mo- 
dernity confronts one in the completely 
revolutionized show rooms which oc- 
cupy four of the five stories of the Rich- 
owned edifice. 





The Health Shoe Merchant 


[CONTINUED FROM PAGE 44] 


Thus, while opinion is now crystallizing 
on rigid shanks, for years there was 
dispute—even among doctors. The ques- 
tion arises, if the doctors could not 
make up their minds, why should not 
the shoe-fitter follow the dictates of his 
experience in fitting his customers. If 
he finds that a certain type of shoe 
helps some of his customers, it is only 
good judgment for him to attempt to 
help other of his customers by fitting 
them to the same type of shoes. If his 
shoe services help foot-sufferers, they 
will tell others. These others will want 
the same service and it is up to him to 
provide it. If he inadvertently steps 
on someone’s toes (figuratively speak- 
ing) that is not his fault. 

While we do not seek to endow the 
health shoe man with a superiority 
complex, we do, however, want the shoe 
man to know his status. His chosen 
work in properly shoeing the pedal ex- 
tremities of the nation is a business as 
well as a profession of the highest 
order. His high idealistic aims are 
worthy of the recognition he enjoys. 
Intelligent persons who appreciate the 
blessings of foot health are his reward 
for service rendered. 


Come On, Christmas! 


[CONTINUED FROM PAGE 42] 


Old-fashioned 
1940! 

You'll find the gifts THEY want at 
(store name). 

What’s Christmas without a new pair 
of slippers? 

Boys and girls come FIRST every 
Christmas—FEET FIRST. 

Twelve easy ways to catch up on 
Christmas shopping. 


as Christmas—New as 


Smart-and-thrifty folks shop early and 
leisurely—and HERE. 

Here’s inspiration! 

Last minute men—come here quickly. 

Are you WEAK before Christmas? 
(Use a week before.) 

(Store name) is set to help eleventh 
hour shoppers. 

Let your gift speak for your thought- 
fulness; let it speak for your good 
taste. 


A gift for Cinderella, from Prince 


[47] 


Charming—SLIPPERS. 

Is Christmas shopping cruel to your 
feet? 

For sane and satisfactory gift selec- 
tion—(Store name). 

Remember—the earlier you start, the 
faster you'll finish. 

Have you forgotten some one? 
HAVEN’T. 


WE 


New Tannery Heads 
Given Civic Welcome 


LEBANON, N. H.—Edward H. Cum- 
mings, Eustace Cummings and Edward 
S. Cummings, owners of the new tan- 
nery business of E. Cummings & Bros., 
Inc., on High Street, here, and their 
wives, were recently tendered a civic 
welcome under auspices of the Lebanon 
Chamber of Commerce. The event was 
held at the Hotel Rogers, with Judge 
Norris Cotton as toastmaster. 

Mrs. L. A. Frost, at whose sugges- 
tion the Cummings brothers sought a 
tannery location in Lebanon, was pre- 
sented a bouquet. Heads of numerous 
business and civic organizations par- 
ticipated in welcoming the guests of 
honor. 


Bank Has Shoe Display 


CLARKSVILLE, TENN.—A display of 
the complete line of Fall shoes manu- 
factured by the local Acme Shoe Fac- 
tory was recently shown in the win- 
dows of the Northern Bank of Tennes- 
see as a part of the bank’s program for 
exploiting products of local manufac- 
turing institutions. 





Tall gentleman: “You 




















graduated from a shoe college?” 


Short gentleman: “Oh, yes. It’s a little higher than Oxford.” 


(Submitted by Edward R. Krupeki, Father & Son Shoe Store, 411 Spruce St., 
Scranton, Pa.) 








BOOT anp SHOE RECORDER, November 18, 1939 


sified == oMaurdes, 








SALESMEN WANTED 


POSITION WANTED 


DEPARTMENTS WANTED 








SALESMEN for Louisiana and Arkan- 
sas—Mississippi—Georgia and Florida. 
Require services of men who have sold 
shoes in these territories and want to 
make more money, When writing, state 
previous connections and age. Address 


SHU-STILES, INC. 


1214 Washington Ave., St. Louis, Me. 











SALESMEN for Western Ohio, Indiana, IIli- 
nois, Florida, Georgia, and Alabama for in 
stock line of Women’s Arch Type Shoes and 
Men’s Weltopedic Dress Shoes retailing from 
$3.00 to $4.00. Must be experienced and 
capable of doing volume business ission 
basis. Give references and fuli details. A. 
Meltzer, 28 N. 4th Street, Philadelphia, Pa. 


Due to the war a successful salesman 
abroad is available for sales and pro- 
motional work in America. His experi- 
ence here embraces retailing and sell- 
ing to retailers in‘the large cities of 
U. 8S. and he is now available for any 
territory. Prior to his experience abroad 
he was connected with prominent lines 
here and has the ability to sell and pro- 
mote shoes or slippers in any grade. A 
man of many friendships can bring to 
your concern the same orderly, effective 
business volume he has demonstrated 
possible in the past. If you need a skill- 
ful sales-maker write. 


Address 487, care BOOT & Baty J gegogees, 
239 West 39th Street, New York, N. 














Now calling on Ladies’ Shoe Manufacutrers 
with line of Rayon and Cotton Mesh Fab- 
rics for Spring and Summer wear. Address 
$479, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





Nw moray | traveling New York State, Penn- 
sylvania, New J. Connecticut, Good side 
line; Commission. Address $481, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. : 





WANTED experienced shoe man who has 
traveled the state of Texas. Our line con- 
sists of popular priced footwear — men’s, 

women’s, misses’ and children’s. C. W. Marks 
Shoe Co., 41 So. Wells Street, Chicago, Il. 





For Southern and Eastern territory, a popu- 
lar priced line of Men's and growing girls’ 
sport shoes. References. Address $482, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





WANTED: Salesmen to carry fast line of es- 
tablished children’s stitchdown, and cement 
shoes; Florida, Georgia, Texas, North Caro- 
lina, South Casein. Penncylvania, California, 
be pn and Oregon. — experience and 

erences. Chester Yard Shoe Company, 
$709 Locust Street, St. Louis, Mo. 


P ine ‘Middlewest YOUNG MAN, who lives in 
4. Middiewest and has an established follow- 

Chains, Jobbers, Large Department 
Stores: At present connected, interested in mak- 
ing change; have been selling volume price hard 
sole sandals and slippers in this territory. I am 
only interested in connecting with financially 
peo kK, + Address $486, care 
Boot & S ecorder, 239 West 39th Street, 
New York 


MANAGER- “SALESMAN, 18 years’ Chai 

and Private Retail SHOE E PERIENCE, 
Samuel 
Miami, 





seeks position in Florida or vicinity. 
Leibow, 219 N. W. Second Street, 
Florida. 


A TIER i708: Middlewest, “A” Number-1 
shoe Manager and Buyer is available De- 
cember first. Thoroughly experienced in stock 
control and personnel work; experienced in high 
grade, exclusive shoe stores and department 
stores. Middle a man, now employed, best 
of reasons for making change. References fur- 
nished. Address $484, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


SHOE SAT ESMAN, lo experience, man- 
ager, buyer, salesman; ants job any ca- 
pacity, department or family store; now em- 
forse: Ten years present position. References; 
eady any time. Address $485, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 











ALESMEN:—With established shoe trade, to 

handle es side line fect powder of proves 
merit. All territories Chicago. 
State territory om," 7 PARKER'S. 9040 
Commercial Ave., linois. 





FOR SALE 


1% Southern California, established store ex- 
*s medium 





Address 2483 
& Shoe Recorder, 239° West 39th ig Roy New 
York, N. Y. 





Ap a STORE MANAGER, age 33, now em- 

ployed—desires connection with young grow- 
ing concern, or other opportunity where real 
ability will be appreciated. Experienced win- 
dow-trimmer, excellent appearance and pleas- 
ing personality. Years of successful chain store 
experience. Can furnish A-1 references. Ad- 
dress $480, care Boot & Shoe Recorder, 140 
Federal Street, Boston, Mass. 


FOR RENT 


WASHINGTON, D. C.—1104 F St. N.W. 
new store, 2 windows, lern front. Hot 
oe for fy Footwear. Same block with 

cbain stores. 15 x 63. Rent $700 
noe Po 4 Sherman, 1108 F St. NW. 








OMEN’S Shoe Department in Department 

Store or Women's Specialty Shop, mediuni 
and better grades. Thoroughly cueerteness and 
responsible. Radius 100 miles Phila. Address 
$465, care Boot & Shoe Recorder, 239 West 
39th St., New York, N. Y. 





WANTED TO PURCHASE 








WE BUY 
jus Wholesale and Retail 
randed Shoes such as 
Florsheim, Enna-Jettick, Vital- 
Arch Preserver, Queen Quality, | og 
tonians, Stetson. Red Cross, Nunn-Bush, 
IRVIN RUBIN 
“The House of Jobe” 
89 Reade St., Cor. Church 
Phone Barclay 17-7887 New York City 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. - 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-518! 











Buyers of Surplus Stocks 
We will buy surplus o entire stocks of shees 
jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Ine. 


106 Duane St. New York 
Phene WOrth 2-5577 and 5378 














MERCHANTS’ NEEDS 
No Mis-Mates with Mate Marks 





Gus V. Wells—686 45th—Des Moines, !o. 
Send Free Samples and Prices 
FS cocccose 





should be counted. 


The rate. for all display 
Classified 





For all other 


CLASSIFIED ADVERTISING RATES 
and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
classified advertisements the rate is 7 cents per word. Minimum 
a box number is desired twelve words should be added for the address. In all other cases each word of the 


classified advertisements is $5.00 an inch with a maximum of 46 words. 
is pavable in advance. 
8 Advertisements for this page must be in our New York office om Friday of the week preceding publication “W® 


charge, $1.25. 
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MERCHANTS’ NEEDS 








The Complete Line of 
SHOE 


ORNAMENTS 
AND SPAS 


Buttons and 

Manolis M. Co. 

4248 Ne. Crawford Ave., 
Chieage, Ii. 











HOTELS 





SO YOURE GOING 70 


QUIS! STAY AT 
Hotel kennox 
r IWNTOWA 
GOOD PARKING... AND 
MAN WHAT SERV/CE 


ST L0U/5 


S RIGAT D 








Names of Last-ing Fame 


[CONTINUED FROM PAGE 43] 


Because Abraham & Straus is a com- 
munity store and develops repeat busi- 
ness, the better shoes department 
endeavors to know its customers. Clerks 
are encouraged to be individuals who 
cultivate a personal relationship with 
the women they serve. Thus it is not 
uncommon for a customer to walk into 
the department and ask for the clerk 
who has been fitting her shoes for years, 
by name. 

Another phase of merchandising 
which brings results in this department 
is the concerted effort put into selling 
displays of every brand. It is the be- 
lief of Mr. Weith, that foot apparel 
shown in variety and in a dramatic way 
will sell itself. At the time of our visit, 
for example, he pointed out a high 
style display of Barbara Lee shoes on 
graduated circular steps. The arrange- 
ment served most effectively to call at- 
tention to the extraordinary variety of 
lasts and heels. Emphasizing the point 
of the display there was a poster with 
the legend, “Seven Steps to Style and 
Comfort. $6.50—$14.75.” 

Dramatized in a nearby low wall case 
were Matrix shoes in smart seasonal 
styles against a background of brilliant 
autumn foliage. Change with the sea- 
son or the objective is the point of all 
such displays, as Mr. Weith explained. 
Preceding the showing of the Matrix 
shoes, for instance, there had been fea- 
tured a shoe which was stressed during 
the World’s Fair for walking comfort. 

As for the street windows, this buyer 
says that the purpose is not so much 
to show a brand as to present a selling 
idea, 


Shoe Retailers League to 
Hold First Meeting 


New YorkK—A meeting, at which a 
large attendance of shoe retailers from 
the entire New York metropolitan area 
is expected, will be held on Tuesday, 
November 21st, at 9:30 P.“M. in the 
Hotel Pennsylvania. The meeting will 
be held under the auspices of the Shoe 
Retailers’ League, Inc., a new amalga- 
mation of shoe retailers’ associations 
that has been formed for the better- 
ment of retail conditions in the shoe 
industry throughout greater New York, 
in merchandising and selling. 

Shoe Retailers’ League, Inc., has com- 
bined, in one association, the Brooklyn 
Retail Shoe Merchants’ Association, the 
Shoe Merchants’ Association of Greater 
New York, and the Shoe Retailers’ 
League. It marks the first time in the 
history of shoe retailing in this city 
that a single organization has repre- 
sented all types and sizes of business— 
from the small family-run store to large 
shoe chains. The offices of the Shoe 
Retailers’ League, Inc., are in the Mar- 
bridge Building, 47 West 34th Street, 
New York. Represented on its Board 
of Governors are men from every sec- 
tion of the metropolitan area, and from 
every type and size of retail shoe store. 

Officers of the new Shoe Retailers’ 
League are: President, A. Unger, of 
Ansonia Shoe Co.; Vice-Presidents, 
Robert Jacobson, Jacobson Bros.; Joseph 
Haber, Arthur Kent, Inc.; Nathan 
Horn, Horn & Levin; I. Fastenberg, 
Fastenberg Shoe Co.; Harry Stadler, 
Stewart Brooks, Inc., and David Deller- 
son, Dellerson Shoe Co.; Treasurer, 
Charles Katz, M. Katz Sons; Executive 
Secretary, Amiel Caplan; Recording 
Secretary, Gerald Gellady, Ansonia 
Shoe Co. 


Fashion Group 
Highlights Shoes 


New York—At a recent luncheon of 
the Accessory Division of the Fashion 
Group of New York, shoes were the 
main topic of discussion. Coming at 
the end of the New York showing of 
Spring shoes by members of the Shoe 
Fashion Guild and a large number of 
other manufacturers, luncheon guests 
included a number of prominent shoe 
men from all parts of the country, in- 
cluding Harry E. Fontius, president of 
the National Shoe Retailers’ Associa- 
tion. Kate Goldstein, as chairwoman, 
presided over the meeting. 

The main speaker on the program 
was Ruth Kerr, who discussed general 
trends in Spring shoes. Patent leather, 
unusually important this Spring, is 
well-suited to the patterns used, she 
said. Two trends in pattern treatments 
are to be noted—first, the unusual in- 
terest in closed toes for Spring and 
second, the fact that there are many 
opened-up shoes, with open toes and 
cutouts. The centering of interest is 





HOTELS 








WHERELL WE STAY IN ST. LOWS P| 








Hotel Lennox 
DOWNTOWN, GOOD PARKING, 
REAL FOOD AND SERVICE. 














business. You'll sell a pair of 
dress shoes with every pair | 
of ballets. 

Elk sole, soft toe ballets, 


from size 7 infants to 9 | 
women's, per pair 95¢ 


Fawn or pearl grey na- 
ture sandals, per pair... 45e! 
Pink, black, white satin 
hoard toe professional 
shoes, per pair $2 | 


WRITE FOR CATALOGUE | 
AMERICAN TOE SHOE co. | 





either at the front or at the back, never 
in both places unless it is a repeated 
construction. 

The walled last is exceedingly im- 
portant. It appeared first in 1934-1935 
in sport and peasant types. It died 
out because shoe men were not sure 
enough of it. It has come back via 
men’s and children’s sport and play 
shoes. The moccasin type has also come 
back. 

In colors, blue—both true navy and 
Blue Jackets—is very important be- 
cause blue is very big in clothes. 

In patterns, the V-throat spat type 
pump is number one pattern. The main 
treatment ideas are bows—of many 
kinds—and stitchings. There are many 
softies and the dominant thought for 
Spring is to keep shoes soft. Much 
consideration has been given to the 
right shoe for the costume. The suit, 
for instance, will be very important and 
the spat pump will be a very good suit 
or first Spring shoe. The old method 
of playing a pattern across the board 
in pump, sandal, oxford, etc., types and 
on different heel weights has been re- 
vived by many manufacturers. 

Following Miss Kerr, Miss Ann Rob- 
erts, accessory merchandiser of Lord & 
Taylor, and Mrs. Ethel Holland Little, 
Fashion Editor of Woman’s Home Com- 
panion, spoke briefly. Mrs. Little read 
a speech prepared by Miss Nora Scan- 
lon, accessories merchandiser for De 
Pinna, who was unable to be present. 
Miss Scanlon noted the revival of many 
1914 accessory fashions, such as the 
big knitting bag, hair ornaments, and 
formal gloves. 
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How to Develop South 
American Shoe Markets 


RocHEsTerR, N. Y.—Shoe manufactur- 
ers now have an opportunity to build 
up a permanent trade in South America. 

All they need to do is start right— 
while the European war is on—give the 
people what they want, and treat cus- 
tomers fairly, with expectations that 
dealings will be on a long time basis. 

Andrew P. Moody, secretary of the 
foreign trade committee of the Rochester 
Chamber of Commerce and an author- 
ity on South American business, has 
reached these conclusions after a study. 
But how are American shoe manufac- 
turers to go about it to secure a share 
of this trade? Mr. Moody gives the 
answers as follows: 

“There are shoe factories in Argen- 
tine and Brazil, but they make a cheap 
grade of shoe. South Americans have 
been getting a large number of their 
shoes from Germany and many from 
Great Britain, France and Italy. 

“It is evident that these countries 
cannot now supply the trade, and the 
demand has been accumulating, creating 
the opportunity for sales. 

“If I had a shoe factory and wanted 
to get some of this trade, I should send 
a representative to the office of the De- 
partment of Commerce at Washington, 
where all of the facts are available— 
where every assistance in providing in- 
formation is given. 

“Then, after deciding what country 
or countries I was to develop trade in, 
I should send a representative to South 
America—one who speaks Spanish, 
preferably, or Portuguese if he is going 
to Brazil. 

“He must have tact and lots of pa- 
tience, find out just what kind of shoes 
the people there want and then the fac- 
tory must manufacture them that way. 
If that is done now—if there is no rush 
to make big profits but buyers are 
treated fairly—a permanent business 
can be established in this rich market. 

“American shoes are, of course, of 
higher grade than those made in South 
American countries or the countries 
now at war from which they had been 
buying. 

- “A great market is waiting for our 
shoes. 

“But if I were to receive an inquiry 
from a prospective buyer in South 
America at this time, I should make a 
thorough investigation of his respon- 
sibility before shipping him shoes.” 





On Convalescent List 


RocHEster, N. Y.—Watson A. Butts, 
prominent shoe retailer of Fulton, 
N. Y., who is a charter member and 
director of the New York State Shoe 
Retailers’ Association, who has been 
seriously ill at St. Joseph’s Hospital, 
’ Syracuse,.is recovering. Scores of mes- 
sages wishing early recovery have been 
sent from friends in all parts of the 
state. 
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Villy \ the Line for Spring! 


‘ ES, this is Mr. Jordan. Who? Tom! Well, how 

are you? What? Do I think you’d be making a 
smart move to take on the Vitality line? You bet 
your life I do. And here’s why: 


“Listen, Tom, I’ve been handling Vitality shoes 
for eight years. Believe me, Vitality has what it 
takes. It has style. It reaches a good volume mar- 
ket. It offers you a fine, consistent profit. 

“You know, Tom, I find that when women come 
into my store, they know the name Vitality and all 
that it stands for in quality, comfort, and authentic 
styling. They're already half sold through Vitality’s 
smart national advertising. And that means less 


WOMEN’S 
AAAAA to EEE. Sizes 2 to 11. $6.75, 
a Few Styles $6 


MEN'S 
AAA to G. Sizes to 14. $5.50 and $6 


time at the fitting stool. After all, that’s the sort of 
thing that counts a lot with fellows like you and me. 


“Just wait till you see the beautiful styles I've 
ordered for spring. They’re definitely the last word 
—and authentic, too. What's more, Vitality’s doing 
a bang-up advertising and merchandising job for its 
dealers. The spring campaign for 1940 is going to 
feature more of those distinctive Vitality ads in lead- 
ing magazines—the kind of smartly styled Vitality 
messages that my customers are talking about. 


“Yes, sir, Tom, you can take my word for it. 
Vitality is certainly the line for spring—and for 
every other season after that.”’ 


BOYS’ 
A to E. Sizes 1 to 6. $4 and $4.50 


CHILDREN'S 


Complete widths and sizes. Priced accord- 


ing to size. $2.50 to $5 


VITAPOISE Feature Shoes for Children, 
$3.50 to $6, priced according to size. 


VITALITY OPEN ROAD SHOES 
for Men, $5 


VITALITY SHOE COMPANY wwnreanationat Stoeco. ST. LOUIS, MO. 


VITALITY OPEN ROAD SHOES for 
Women, for Outdoor and Campus Wear, 
$5 and $5.50 
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SHOE values are always greater 


when leather of nationally- 
esteemed quality is employed. 


LEVOR white kid has sustained 
an excellent reputation for over 
two decades. 
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